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LET'S NOT FORGET 


That the basic and worthwhile forces and principles 
in life have not changed. 


That an All-wise and All-loving Provi- 


dence rules the world. 


That the sun, the source of all 
life, still shines and 
‘ radiates its bles- 


sings. 


That Honesty in business and Quality in 
merchandise are still appreciated. 


That the present craze for cheap mer- 


chandisé will, as always, soon pass. 


That TRUE TEMPER TOOLS will con- 
tinue to be in increasing demand. 


As 


Ma 


The 


fore. - should we nHor beep uf? COU Cage aud CHW cy CW 
- with Quality Meichandire 


THE AMERICAN FORK & HOE COMPANY, Keith Building, Cleveland, Ohio 


INDUSTRIAL...AGRICULTURAL AND GARDEN TOOLS...AXES...HAMMERS 
HATCHETS...SCYTHES...SHOVELS...SPORTING GOODS...RAILWAY APPLIANCES 





Here’s the PACE MAKER tor ‘33! 
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NEW STYLE SUPREMACY! 

















NEW MECHANICAL PERFECTION ! 





NEW LOW IN PRICES! 


and a new high in dealer net profits! 


-™ a line that will assure volume be- 
cause it fits every requirement from beauty to price! 





It’s a line that will make a new high in net profits for you 
because it licks service losses! 

Its a add another 
Copeland’s fine record of dependable performances in better 








line destined to enviable chapter to 


electric refrigeration service. 





In the new Copeland for 1933 is the new, unrivalled Copeland 
mechanism, the 74 pound cartridge unit that has only three 
moving parts. This new unit has whipped the service calls, 


Copeland’s sales franchise assures 


immediate profits for you without 
heavy investment or increased over- 


head. 


Copeland’s new mechanism posi- 
tively wipes out dealers’ service 
problems and resultant expenses. 
Copeland’s new beauty, styled for 
greater sales appeal, absolutely 
compels buying desire. 

It’s a brand new refrigerator, but 
it’s backed by an old established 
company. 
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the heretofore profit shrinker in retail refrigerator selling. 
A simplified service problem that parallels the automobile 
“loaner” battery has been applied to the electric refrigeration 


business and this is what means profit to you. 


Realizing clearly that dealers who have the Copeland line 
will be called upon to meet low price competition, Copeland 
has in the 1933 line, three models that will knock competition 
A four, five and six cubic foot size at 
the lowest price at which such a quality electric refrigerator 


into a cocked hat. 


has ever been offered. 


Copeland quality is built into every one of these new low 


price models. They stack up with the best on the market. 

















POR COMPLETE WORMANION EE Over 14 years of engineering experience and pioneering is 
GARDING THIS NEW LINE AND NEW ge en a - 
DEALER FRANCHISE MAIL TODAY THIS reflected in the mechanical improvements and design of these 
r ™ new Copelands. 
- * : . o . ’ > rice a1 
coU PON Summing it all up: you have Beauty and Low Price with 
Mechanical Perfection throughout, and greater volume possi- 
COPELAND, Mt. Clemens, Mich. bilities with less sales resistance at bigger net profits assured 
Gentlemen: from Copeland’s new service eliminated construction and 
I want to know all about the 1933 franchise policy. 
Copeland. 
1 have handled the following refrig- 
erators: 
i eer 
: ! 
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THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS 


Remington, 


V-EEK LY@3L 











CATCH SOME 
SSS EXTRA SALES 
ON YOUR FISHING TACKLE 






It’s the fishing tackle counter that draws sportsmen 
now. Some dealers and their clerks are quite con- 
tent to sell them rods, reels, lines, and lures, but 
the more successful dealers are not so easily satisfied. 
Sell every customer all the tackle he needs, of course, 
but don’t take it for granted that he won’t buy 
anything else. 

As a matter of fact, the tackle counter can be made 
to sell a lot of .22 caliber Remington rifles and 
Kleanbore cartridges. Display some Remingtons 
near the rods, and put a few boxes of Kleanbore 
cartridges in the tackle case. When sale of tackle 
is concluded, suggest that a Remington rifle will add 


snakes that destroy fish where your customer is 
going. Perhaps there are poisonous snakes that 
should be killed. When the fish aren’t biting, 
there’s always a chance to get in some practice 
shooting at a mark. With a Remington along your 
fisherman can be sure of interesting sport whether 
the fish bite or not. ; 

He may not think of this himself, but he’ll see 
the point quickly enough if you'll remind him. 
There’s more than fish to be caught with fishing 


tackle. You can catch 


some nice extra busi- of PLawnrr2e, 


a lot of fun to a fishing trip. Perhaps there are ness. President 


REMINGTON ARMS COMPANY, INC., BRIDGEPORT, CONNECTICUT 


Originators of Kleanbore Ammunition 
MANUFACTURERS OF ARMS, AMMUNITION AND CUTLERY 


© 1933 R. A. Co. 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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A Quality Screen Cloth 
For the Finest Homes... 


Cortland Bronze is a big seller to the most 
critical customers. Made of 90% copper and 
10% zinc. The zinc gives it the required ten- 
sile strength and also resists corrosion. It is 
absolutely rustless under all weather condi- 
tions. 


We control every operation from raw material 
to finished product. 


Furnished in 14, 16 and 18 mesh in-even inch 
widths 18” to 42’, also 48” double selvage, 100 
lineal feet to the roll. Neatly labeled. Individ- 
ual cartons. Also Gray-Wick, Cortland Ultra- 
Premier and Cortland Black brands—all backed 
by 60 years’ experience in the manufacture of 
high quality wire products. 





All grades of our Screen Wire Cloth 
are made to comply with specifications 
adopted by the Bureau of Standards, 
Department of Commerce. 


Your Jobber Will Supply You 






Now shipped in 
strong individual 
roll fibre cartons. 
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ERE’S a letter to think 
about! Fox Cycle & Hard- 
ware Co., of South Norwalk, 
Conn., write, ‘‘Please send 250 
illustrated price books and any 
window display material which 
you may have as we are plan- 
ning a sale with Pyrex Oven- 
ware as the featured article.” 
They continue, ‘‘ The new low 
prices on Pyrex Ovenware have 
proved a really remarkable 
stimulant to our sales. Our ac- 
tual dollar volume on Pyrex 
has tripled in the last two 
months with a correspond- 
ing increase in unit turnover.”’ 
There can be no sounder reason for 
featuring a hardware item than the fact 
that it has proved itself in actual sales 
... hard cash sales and many of them. 











So it’s not surprising that Fox Cycle & 
Hardware Co., make Pyrex Ovenware 
the leader in their store. 


ACTIVE SUPPORT PAYS! 


The letter above is only one of many 
received from enthusiastic Pyrex Oven- 
ware dealers. They report unprecedented 
sales. And those who got the most sales 
were the ones who gave Pyrex Ovenware 
real merchandising support. That’s some- 
thing to think over, too! 

It pays to feature an item every house- 
wife needs . . . one which is now selling at 
as much as 1% last year’s prices... and 
is more heavily advertised than ever. 


A REAL STAPLE 


Former prices kept many from buying as much 
Pyrex Ovenware as they really wanted. House- 
wives regarded it as more or less of a luxury. 
They bought a few pieces for their kitchens— 
gave some away as gifts. 

That’s all over now—ask any Pyrex Oven- 
ware dealer! At its new low prices, Pyrex 
Ovenware has become a real staple . . . a fast- 
selling, year-round leader. 


~. y Take a tip from the letter above. Feature 
—S Pyrex Ovenware. You, too, can cash in on 
. : this famous heat- and cold-resistant ware. 


‘‘Pyrex"’ is the registered trade-mark of Corning Glass Works and indicates their brand of resistant glass. 


CORNING GLASS WORKS - CORNING, NEW YORK 
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LOW in PRICE... LIGHT im: WEIGHT 
... Yet Extra Strong 


“Garden Club” is a light weight hose, built that way on 
purpose to appeal to women gardeners. It is made by a special 
process, with a strong, sinewy cord reinforcement which keeps 


it always lithe and pliant. 


Made in 5” size only 
Coupled in 50-ft. and 25-ft. lengths 


Goodrich 


» 
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6 HARDWARE AGE 

















T 


> = 





x GARDEN CLUB’ « 


you keep your CUSTOMERS 
aw well w your PROFITS ! 


@ Cord reinforcement is built into garden hose for 
the same reason it’s built into tires...to give extra 
resiliency and strength. When you sell all-rubber 
garden hose, the kind without cord reinforcement, 
your customer is very likely to have trouble, 
because the strength, the flexibility, the lasting 


qualities he wants, just aren’t there. 


True, the price may be less, but so is your profit. 
Is it worth while to trim your margin and risk the 
loss of a regular customer just to make a sale? It 
isn’t necessary if you stock Goodrich “Garden Club.” 


“Garden Club” is made especially for people who 


Don’t Overlook the MULTISPRAY 


® Ask your distributor for a demonstration of this 
new sprinkling system, built permanently into 
Goodrich Maxecon, our finest grade of garden 
hose. A big seller last year, it is being even more 


strongly advertised this year.A full-profit $7.50 item. 


APRIL 27, 1933 


want their money’s worth in a low-priced hose. 


See that sturdy cord construction illustrated on the 
opposite page. It’s an entirely new development 
in hose manufacture, that combines light weight, 
extra strength and low price. Since the rubber is 


not under tension, it wears better and lasts longer. 


When you sell “Garden Club” you need have no fear 
of comebacks. It will outlast any buyer’s expectations 
at the price he pays. And what is more, you don’t 
need to cut your margin just to make a sale. It offers 


you and your customers high value at a low price. 


The B. F. Goodrich Rubber Company, Akron, Ohio. 








































DISCHARGE TO HOUSE LINE 
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PUMPS 


DO YOU WANT 
QUALITY 


AND 


PROFITS 
~ SQUEEZED OUT? 


Manufacturing and merchandising mathematics prove that the three elements 
essential to success are quality, price and profits. As manufacturers and as dealers, 
we are jointly concerned, so let’s be conservative and apply a little sound rea- 
soning to the problem. 

Today, as ever, we take pride in our products. Our plant 
produces QUALITY GOODS. We have marshalled our 
forces to conform with our long established policy of main- 
taining highest quality at lowest possible prices. 

True, cheaper construction—lower priced pumps and 
water systems than MYERS will be marketed by others 
from time to time but the fact still remains that when “‘quality 
is squeezed out to reduce prices” dealers profits 
drop far below those of better built units that 
will be longer lived and free from frequent service 
and repairs later on. And remember, it requires 
no more effort to sell and install a fair priced, 
quality built pump or water system than it does 
a low priced, profitless one. 

To a pump or water system 
ans vou: dealer the Myers Line affords re- 
markable opportunities for per- 
manent and profitable business. 
New and improved designs have 
been added. Refinements on old 
designs are outstanding. With the 
upturn in business, we are in posi- 
tion to serve the trade to at 
better advantage than ever. 

Our financial structure is sound. 
Our manufacturing facilities un- 
excelled. Our line a QUALITY 
LINE. Our prices satisfactory. 
Our sales policy above criticism. 
Our discounts and terms liberal. 
Our national advertising consist- 
ent. And last, but not least, 


Myers Dealer Profits 
are real and worth 


while. WG wtcis & 
MYERS 


PUMPS -WATER SYSTEMS -HAY 


THe FLEMYERS & BIRO.¢. 


ASHLAND, OHIO. 
- WATER SYSTEMS - HAY TOOLS - DOOR HANGERS 
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UNION HARDWARE 
Ball-Bearing Extension 
Roller Skates - - - - - 











? That Feeling of Confidence 
That Makes Sales Easy. . . 


ts 






















S, No. 4 
- ° — For Children 
You know how much easier it is to sell merchan- 2 
° e . . eatures: 
dise you believe in than the kind you rate as of ben. hak, 
doubtful quality. Goods you have faith in breed ee, = 
. ” . containe 
a certain confidence which you subconsciously steel rolls and 
P trucks that 
impart to others. anuiinhe ie 
best rubber 
cushions, 






It may be a gesture, the tone of your voice or 
just the way in which you hand the article to the 
customer—but he catches it. Your assurance in 
the merchandise is infectious. And the customer 
| prompted by your confidence BUYS. 














For Boys 
and Girls 
| It is just such confidence that the UNION HARD- Patterns: 
WARE Line of Roller Skates instills. Your con- San, Si eae 
| fidence in their true worth SELLS them. You = a Se 
not only make the sale, but their known quality one,skate for 


practically all 
sizes of shoes. 





| wins boys and girls to your store. And every 
satisfied customer for Roller Skates is a prospect 
) for other goods as long as you sell quality mer- 
» chandise and treat customers right. 


All Jobbers Sell Union Hardware 
Roller Skates. Send for Catalog 














| 
TORRINGTON, CONN. 


Established 1854 
New York Office 151 Chambers St. 





HARDWARE COMPANY 


Reg. U. S. Pat. Off. 
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LAST STAND 


OF THE BOGEYMAN 


SoME people are still afraid of air travel 
... just as their forebears retained a linger- 
ing fear of steam trains, elevators, electric 
lights, trolley cars, “horseless carriages,” and 
other great inventions, long after they had 
passed beyond the experimental stage. 
Why? Usually it’s because nobody has 
taken the trouble to bring them up to date 
on the subject. For the same reason some 
people are still “afraid” of gasoline pressure stoves. 
They wouldn’t be if somebody showed, explained and 
demonstrated to them the American Kitchenkook. 
For this ultra-modern gasoline pressure stove is vir- 
tually “fool-proof.” It puts timidity on the run and 
replaces it with the irresistible desire to own one. 
Kitchenkooks are so designed that it is impossible 
for the fuel reservoir to be filled while burners are 
lighted. Should the user still have prejudices, Kitchen- 
kooks can be “fed” from an outside storage tank. 


You Can Sell Kitchenkooks 


Besides being as safe as any wood, coal or city-gas 
stove, Kitchenkooks have a convenience and economy 












No. 998. New 1 del—q of the 
Kitchenkooks. Cabinet-enclosed fuel reser- 
voir. Adjustable Roll-out Broiler and roast- 
ing and baking stand (a brand-new oven 
feature). Beautiful porcelain enamel finish. 
Outside Fuel Storage Tank easily connected 
if desired. On average fuel consumption re- 
quires filling only once or twice a month. 
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appeal no other cooking range on 
earth can equal. The patented Sta- 
Klean generator and specially de- 
signed burners produce a flame no 
other cooking stove can surpass for 
“hotness,” cleanness and evenness. 
Kitchenkooks are so simple a child 
can operate them. Instant lighter 
starts the burner with no smoke, yel- 
low flame or loss of pressure from 
fuel tank. Quick heat. Easily regu- 
lated. Insulated oven quickly brought 
to any desired baking, broiling or 
roasting temperature. Cheap fuel (any grade untreated 
gasoline). No heavy coal bills. No wood to cut and 
lug. No waiting for fire to burn up. No drudgery! 


New Low Prices 


plus important improvements in designs, attachments 
and finishes, make Kitchenkooks and other American 
Line appliances more captivating than ever before. 
Have you our 1933 Catalog and Price List? If not, 
send for them. American Gas Machine Company, Inc., 
Albert Lea, Minnesota. Branches: 360 Furman Street, 
Brooklyn, N. Y.; 4242 Hollis Street, Oakland, Calif. 


THE AMERICAN LINE: GAS, GASOLINE, KEROSENE AND 
FUEL OIL HEATING, COOKING AND LIGHTING APPLIANCES 
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Miscellaneous 


WIRE NAILS 
& WIRE BRADS 
In Attractive 
Packages 


Full Stocks Assure Fast Service 


The illustration will give you an idea of the immense stock of 
American Wire Nails which we have on hand at strategic points 
throughout the country. American Wire Nails are loyal servants 
as they embody all factors that make for perfection. 


Your customers’ satisfaction is assured when you sell American 
Wire Nails as carpenters and all nail users are always satisfied 
with nails they can depend upon. Write for full particulars re- 
garding American Wire Nails, Pearson Cement Coated Nails, 
American Wire Tacks and Peerless Tacks. 


AMERICAN STEEL & WIRE COMPANY 


208 South LaSalle Street, Chicago SUBSIDIARY OF urren US stares STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors. Columbia Steel Company, Russ Building, Sen Francisco Export Distributors: United States Steel Products Company, New York 
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THESE NEW 1933 VALUES 


GENUINE PERFECTION QUALITY 
HIGH-POWER SPEED: - - 


NEW LOWER PRICES - - 
OS SE aes 








Greatest Values in Our History —No wonder dealers 


are pleased! Women everywhere are telling their friends: “It's the stove I've always 
wanted, and | was surprised at how little it cost.” 


Why are women so enthusiastic about the 1933 Perfection stoves? ... Because the 
High-Power burners are faster and cleaner than any they ever saw—even gas 
burners. And how the stoves have been improved! New conveniences. New beauty. 
And, to top it off, the prices are the lowest in years. They are the greatest values 


in oil stove history. 


. You can meet any competition with 1933 Perfections — High-Power burners —long 
w 

yst 0° ne chimney burners—short-drum byrners—quality leaders and price leaders. 

w a gtt 1 : q 









COMPLETE EFFECTIVE 1933 SALES PROGRAM 


This year profits will follow planned selling. The 1933 Sales Plan 
book tells how —a complete, effective retail selling plan that fits the 
times — adapted to the large or small business. It’s free to 


Perfection dealers only. 





5 The Sales Plan is definitely tied up to a powerful advertising 


PERFECTION 
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WILL INCREASE YOUR SALES 


ALWAYS WANTED 
SURPRISED AT 


E 
. VV 
gto 

. 1 was LITTLE IT COST" 


pi 





¥ 
o's . 


ee ] 


| a 


SP 


} , 
a] 


ME Rela FP 
| | 


Be sure to display this new High-Power Perfection No. R-559 \ 


| Our Stove goods are sold only through retail dealers 


campaign featuring the new stove To get your share of 1933 sales, do this: 
values, in seven leading national publi- (1) Be sure to have Perfection’s 193 
cations — also in 17 state and sectional leaders in stock; (2) study and use Ahe 
farm papers — and this will be supple- Perfection Sales Plan. If you are in’need 
mented with 24-sheet bill-board posters. of either, write today. 


PERFECTION STOVE COMPANY « 7689-A Platt Ave., Clevéland, Ohio 


tp ning STOVE 
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Tired fingers so worn, so white, 


Tired hands and eyes that blink, 
Drooping head too tired to think, 








[ n honor of Mother —wratsoever 
ye would that others should do for YOUR MOTHER 
if she were left destitute, do ye even so for other mothers 
and dependent children, millions of whom today, through 
unemployment and other causes beyond their control, 


are suffering, and some of them dying, for lack of the 


simple necessities of life. 
pl f life 





“TIRED FINGERS” 


Tired arms that once had pressed 
Sewing and mending from morn ‘til night. A curly head to a mother’s breast. 
Tired voice so soft, so dear 














Tired fingers 50 worn, so true, 

Sewing and mending the whole day through, 
From break of dawn ’til setting sun, 
Saying “Sleep well, darling, mother ’s near.” A Mother’s Work Is Never Done. 








Suggestions for Mothers Day Observance 
ILLUSTRATED SOUVENIR BOOKLET, containing poems, 
including new hymn “Faith of Our Mothers”, scriptural quotations, 
classical tributes, suggested programs for churches, clubs, schools, 
lodges and homes will be sent free of charge upon request. Address: 














Sen Pee te were eee er mee ral ee ee ee ee i 
! THE GOLDEN RULE FOUNDATION ! 
: Lincoln Building, 60 E. 42nd Street, New York, N.Y. : 
{ Without obligation on my part, send Mothers Day booklet referred to above. i 
i 1 
{ NAME 
i (Indicate Rev., Dr., Mr., Mrs., or Miss) { 
' STREET / 
! CITY and STATE. ! 
J 


Photograph and poem by Rupert Danell, art work contributed by Etheridge and Company, engraving by Powers Engraving Companies, advertising service by Frank Presbrey Company, space by this magazine 
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.- A DOUBLE DUTY 


F putting in a stock of merchandise and selling it as low as his competitors 
was all a man had to do to be a successful hardware merchant, every- 
thing would be fairly simple. The ability to compete on a dollar for dollar 
basis is not the only major problem of hardware retailing, since the modern 
complete line jobber should be able to supply his dealers with merchandise 
with which they can meet practically all such competition. 


Of course many a hardware man has preferred to take these special values 
his jobber has to offer and sell them at regular prices, rather than feature 
them at competitive prices as the jobber intended. This practice has done 
much to discredit the hardware dealer with the consumer. 


We admit that it is a temptation to go after a long profit and on some items 
it is, of course, necessary, but to do so with competitive merchandise is 
fatal. 


No, you retailers’ big problem is not simply buying the right goods (al- 
though that is vitally important), but in convincing your public that they 
can trade with you as advantageously as they can anywhere else. Other things 
being equal, they would probably PREFER to buy from you than from the 
chain, the mail order house, or the department store BUT THEY DON’T 
WANT TO HAVE TO PAY A PREMIUM FOR THE PRIVILEGE! 


Get that message across then. Use your windows for your “point of pur- 
chase”? advertising and whatever other means are most economical to reach 
the public in your trading area. 


If you depend on The Geo. Worthington Co. for your supplies you can pass 
on to the shoulders of your Worthington salesman many of your business 
troubles. You will find him ready to sell you goods that will permit you 
to compete both on quality and price, and likewise able to supply you effec- 
tive and economical means of telling about them to your trade. 


THE GEO. WORTHINGTON CO. 


CLEVELAND, OHIO 
1829 1933 
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These are all major items needed in 
millions of kitchens—and featured in the 
big Florence Advertising Campaign of 
44 million advertisements. How many of 
these items do you carry? How many 
would you like to sell to each customer ? 
C] Florence Oil Range 

[] Florence Oil Stove 


Curtains and Fixtures 

Brooms, Mops, etc. 

Just for the fun of it, check them off and 
figure the profit. 


[] Florence Gas Range 

(] Refrigerator 

(J Kitchen Cabinet [] Breakfast Set 
(J Broom Closet 

CL) Ironing Board Closet 

(] Washing Machine 

(J Ironing Machine 

C) Iron (J Shelves 

CJ] Work Table 

() Work Table on Wheels 

CL] Stool 

(J Floor Covering [J Lights 

(] Electrical Toaster 

C) Electrical Beaters, etc. 

(] Kitchen Ware C] Utensils 

(J Clock C} Scales 

() Paint & Lacquer (] Paint Brushes 
(J Toweling 

O 

O 

















HAT all depends on the set-up: what the prospect wants, 
what she sees, etc. 

At the present time there is a wave of interest in fixing up the 
kitchen. Women’s magazines are full of plans — women are 
interested. You can sell stoves, ranges, refrigerators, cabinets, 
clocks, floor covering, utensils — high unit and low unit sales 
that will be profitable for you this spring, if you come in on the 
Florence Plan. 

This plan follows the advice of 249 retailers — furniture, 
hardware, department stores—in all parts of the country. It helps 
you sell, not only Florence Oil Ranges.and Gas Ranges, but 
your complete line of kitchen equipment. It sends you live 
leads of store-wide prospects. It brings you valuable window 
trim, newspaper cuts, circulars, premiums — and an amazingly 
responsive direct mail campaign. 

And best of all it gives you a line of stoves and ranges for kero- 
sene, range oil, and gas, with models to meet each need and 
pocketbook. 

The big sale requires the big prospect. Florence is distributing 
44 million coupons to interested women throughout the country. 
Do you want some of these live leads? Then wire us right away 


for information. 

Send for this free copy of the Florence Ranger, the tabloid news 
sheet that will tell you about the Florence 1933 Advertising Cam- 
paign in detail. Do it now! 


FLORENCE_STOVE CO. 


GARDNER, MASS. 


ESTABLISHED 1872 
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A Garage Door as Modern 
as the Latest Model Car 





In appropriate keeping with the most 
advanced styles in motor-cars is this 


Natienal 


No. 900 DOOR SET 


possessing the very latest ideas in 
mechanical door manipulation. 


The many conveniences of this type of door, 
which glides straight up and away, safe over- 
head, account for its popular preference by 
builders everywhere. 


A slight lift on the door handle starts the quiet, 
easy door action with- 
out strain. Heavy 
vertical springs act 
as a perfect counter- 
balance for the weight 
of the doors, leaving 
full clearance of the 
opening. 





Other points which 
create enthusiasm are 
a special cam closing 
feature, rabbeted 
joints to keep out 
moisture and the fact 
that doors are fur- 
nished with all hard- 





ware mounted. In- 
stallation is simple, All hardware mounted on the inside 
accuracy assured. 

Every hardware dealer will find it both 
judicious and profitable to become 
identified with the trade as a dealer 
for this fast-selling door set. Write 
today for full details. 


pe 
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NATIONAL MANUFACTURING 
COMPANY 
STERLING ° ILLINOIS 


National hardware is sold direct to the retail dealer—a . peey 
policy that promotes quality, service and direct selling = oie a 2 
cooperation. Two-car garage with a single door 
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They Offer Price 
and Sell Value 


N the last issue we published E. B. Gallaher’s challenge, “A New 
Light in the Sky for Hardware Distribution.” (See H.A., April 13.) 
This message was widely read and provoked considerable discussion 

among our readers. A natural inquiry, frequently received, asked for the 
names of the two firms mentioned as examples of wholesalers meeting 
the current competitive price situation. Details of their operations were 
requested. The subject is a live one. Marshall Wells Co. was one of the 
jobbers alluded to in Mr. Gallaher’s article. Before the last issue con- 
taining this article went to press the Editor of HARDWARE AGE went 
to Duluth headquarters. He wanted to obtain first-hand information 
for an accurate and complete presentation of the réported jobber- 
retailer cooperative activities. He wanted to confirm the practicability of 
the principles advocated. This he did by interviewing Marshall Wells 
Co. officials and retailers participating in this wholesaler’s Associates 
Plan. In complete harmony with the HARDWARE AGE PLATFORM, 
this Plan requires the wholesaler to do the complete buying job that 
the retailer may concentrate on selling. At Duluth he learned that at a 
recent convention of the Associates, Seth Marshall, president of Marshall 
Wells Co:, told a very complete story of the operations and progress of 
the Associates Plan. Although not intended for publication, Mr. Mar- 
shall was persuaded to permit publication of the major part of his talk, 
omitting those parts which were confidential between the company and 
the associated dealers. In fact it was Mr. Marshall’s original intention 
that the entire talk was only for the information of his own group. He 
was persuaded that the message was of vital importance to the entire 
hardware industry. On this basis he finally consented to the publica- 
tion as given in the pages following. 


Particular attention is called to the frankness with which Mr. Mar- 
shall tells how it was necessary to deflate his own business before he 
could urge such action by dealers. This is a story of accomplishment, 
not a theory on how it might be done. The experiences recited in this 
account of stewardship mark the rebirth of an old-established and very 
large wholesale hardware business. It required discarding age-old tra- 
ditions and inhibitions that the new method could be developed. Mr. 
Marshall stresses selling through the dealer instead of to him and says 
“‘we will offer price and sell value.” Note his own record of field work 
and the traveling done by his buyers seeking instead of waiting for new 
merchandise values. 
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Three Hundred Independent Hardware Dealers M. 
Business Through Marshall-Wells Associates Plan —, 


as Given to Recent Associates’ (o 


We Sell THROUGH Our A 
Rather 7 


may have to reduce your own drawing 
salary; but whatever is necessary must 
be done. If you don’t do it, and don’t 
balance your budget, you are not go- 





By SETH MARSHALL 


President, Marshall Fells Co., 
Duluth, Minn. 





HIS’ merchandising school for 

our Associates and the members 

of our salesforce is an event that 
we have been looking forwad to. We 
who are gathered here are a complete 
unit in the distribution of hardware and 
its kindred lines. 

We all know of the unbalanced con- 
dition of the times; the exceedingly 
low prices of commodities; the com- 
parative high prices for finished prod- 
ucts; the tremendous number of peo- 
ple out of work; the huge burden of 
taxes—and it all looks so complicated 
that it is hard to see where better times 
are going to start. 

I believe that all the chances are in 
favor of betterment. The pendulum has 
now swung just as far out of line down- 
ward as it did in 1929 upward. Some- 
where in between we will stabilize on 
a new basis of values. With prices on 


farm products 20 per cent less than a 


year ago we should plan for the worst, 
and by so doing, we can best take ad- 
vantage of better conditions as they 
come. 


Budget Expenses 


In making our plans for 1933 we 
should first of all budget our expenses 
based on sales at the most not more 
than those of 1932. The first and fore- 
most step of importance to take is to 
get this expense problem solved. 

You will make a very grave error if 
you base your expenses on your sales 
budget. There is hardly a territory 
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where a merchant, if he is properly or- 
ganized, could not greatly increase his 
volume; but this extra volume isn’t go- 
ing to come without effort and without 
fundamental changes in merchandis- 
ing, and possibly in the personnel of 
your organization. 

You can’t count on this extra volume 
to balance your budget. You know what 
volume you did last year and you know 
what your expenses were last year. 
You also know what your expenses 
should have been—and this should be 
your starting point. 


Cost of Doing Business 


Most Chain Stores of the Ward and 
Sears type figure their labor on a basis 
of 8 per cent of the sale and their ad- 
vertising at 4 per cent, or a total of 
labor and advertising of 12 per cent. 
We advocate labor at not more than 
10 per cent and advertising at 2 per 
cent—also a total of 12 per cent. Your 
rent and taxes should not exceed 3 per 
cent on your sales; your miscellaneous 
expenses, including delivery, should be 
around 2 per cent—or a total expense 
of somewhere between 17 and 20 per 
cent. 

In the larger towns the cost of do- 
ing business will be from 3 to 5 per 
cent higher; but the kind of goods sold 
will usually bear a higher margin of 
profit, and therefore the net should be 
about the same. 

You must reduce your help to get 
down to the proper labor figure. You 


ing to have costs in line with your com- 
petition. 

If you don’t get your rents adjusted 
now it may be difficult to make this ad- 
justment later. The largest, most suc- 
cessful stores are moving heaven and 
earth to get lower rents, putting tre- 
mendous pressure on their landlords, 
threatening to go through bankruptcy 
in order to get rent adjustments. They 
know they must get rent in line with 
present volume in order to survive now, 
as well as make their business profit- 
able in the future. 

Our own company is right now at- 
tempting to make a rent adjustment 
with our Buildings Corporation. For 
the past 10 years our rent to the Build- 
ings Corporation has been based on a 
$250,000 principal payment each year, 
and 21% millions in bonds have been 
retired. There are 114 millions out- 
standing. We cannot balance our bud- 
get under present conditions and con- 
tinue to make these principal pay- 
ments. 


Rent Adjustments 


If we get this adjustment we will cut 
our rent in half. The bondholders of 
the Buildings Corporation will get their 
interest and our company will be in 
position where we should balance our 
budget in 1933. We hope this rent ad- 
justment will be the last major opera- 
tion necessary for us to solve our pres- 
ent problem. 

Our dealer business has not been our 
greatest problem. We have always en- 
joyed a very large industrial business 
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ers Meet All Competition for Consumers’ 


*lan —Seth Marshalls’ own story of Progress 
utes’ Convention in Duluth, Minn. 
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from the mines, lumber mills, rail- 
roads, paper mills and all the larger 
industrial plants in our territory. As 
you know, these operations have been 
practically stopped during the last year. 
This necessarily cut off all of this vol- 
ume and affected dealers’ business in 
all of these communities. We thought 
we had made some very substantial cuts 
in our expenses in 1931, but in 1932 
our company reduced expenses $600,- 
000. We cut our indebtedness in half. 

We expect to make still further sav- 
ings in 1933. These savings, together 
with the rent reduction we expect to 
receive, should enable us to balance 
our budget. We couldn’t do it in 1932. 
We couldn’t move fast enough without 
hurting our organization and making 
it impossible to do a good job of mer- 
chandising for our Associates. 

It is far from an easy task to make 
the necessary eliminations and changes 
in personnel that these economies force 
us to make. The best interest of the 
organization as a whole must govern 
our actions. 

As far as I have personal knowledge, 
[ do not know of any place where these 
changes and economies have decreased 
the efficiency of our organization. In 
fact, we have materially improved our 
efficiency. We are in shape to do a 
better job than ever before at every 
house. 


Cleaning House on 
Slow Movers 
If we had mark-outs in any depart- 
ment at any house it wasn’t because of 
our policy in inventory reduction. 


What we have been doing with inven- 
tory is cleaning house on slow-moving 
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merchandise. We have not asked any 
department to carry less than a 60-day 
stock of staple merchandise. 

We have been fortunate during the 
past year in securing 100 per cent co- 
operation from our banks, and we have 
completed arrangements to secure all 
the accommodations we require to take 
care of our business in 1933. 

We have gone the limit in writing 
down our inventory and in writing off 
doubtful as well as bad notes and ac- 
counts so that as far as we know, every 
asset on our books is worth 100 cents 
on the dollar. The preliminary 
figures show that our company has a 
net worth of some $11,000,000, so no 
matter what rumors may come to you, 
remember that we are prepared in 
every way to give you not only service 
and merchandise, but financial as- 
sistance, if you require it and deserve 
it. 

With your expense budget set, the 
next thing to be considered is your 
merchandising policy. Is it going to 
be a haphazard plan, a “go-as-you- 
please” policy, influenced by the usual 
representations of various manufac- 
turers’ and jobbers’ salesmen whose 
interests are almost entirely concerned 
with what they can sell you, rather 
than what is best for you? 

Is your policy going to be dictated 
by your own preferences, or is it to be 
based on your customers’ requirements 
and their preferences? 

Tremendous sums of money have 
been wasted on selling plans based on 
what people should do rather than on 
what they will do. 

It has been a great effort for our com- 
pany to change its ways. It has been 
a great effort for most of our dealers 





Our Associates become part of 
our organization. They are actu- 
ally our sales force. 


Our salesmen can no longer 
be order-takers; they must be 
merchandisers. They are mutual 
contact men. 


If you expect us to furnish the 
kind of merchandise the chains 
are selling, at a price that will en- 
able you to meet this competi- 
tion, it is up to you to give us the 
proper representation on all the 
lines allied with the hardware 
business which are volume sell- 
ers in your community. 


Between us we don’t require a 
double sales force; we don’t re- 
quire a double corps of buyers. 


Our prices must be generally 
in line with legitimate competi- 
tion, even though the margin on 
some of these items may be un- 
satisfactory. We must have price 
merchandise to attract people to 
the store, to satisfy the consumer 
that our prices are in line, to 
gain consumer confidence, and 
also to supply the man who has 
very litthe money and who must 
husband every resource. With- 
out merchandise of this class 
these people cannot be sold at all 
if they can go any place else— 
and some day these consumers 
will be quality buyers. 





to change their ways; but if a plan and 
policy that have proven so successful 
over a long term of years will make 
more money for us—-will put everyone 
of us in better shape to meet competi- 
tion—in fact, has proven to be the only 
possible method by which the wholesal- 
er-retailer distribution combination can 
stop the inroads of Chain Stores—-why 
should there be any hesitation? 

You may say—if our Associate Plan 
is so good why hasn’t it been used be- 
fore? The reason is that, while the 
plan seems simple enough, it really rev- 
olutionizes customary methods of mer- 
chandising hardware. One of the 
things people won't do, as a rule, is 
change their habits--unless they abso- 
lutely have to. 


It was a terrific jolt to our com- 
pany to realize that we should no 
longer function as manufacturers’ 
representatives; that if we are 
going to assume the buying re- 
sponsibility for our dealers we 
must necessarily become the Pur- 
chasing Agent for them, and we 
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must know promptly, continually, 
what the preferences of your cus- 
tomers are, what they are buying 
from you and what they are buy- 
ing from your competitors. 

Under this new plan our Asso- 
ciates are our sales representa- 
tives. Our salesmen become mer- 
chandisers—contact men—assum- 
ing the same duties as Chain 
Store superintendent, without his 
authority. 

It becomes necessary for us to 
sell goods through our Associates 
rather than to them. With this 
new buying responsibility that we 
assume we also must become the 
creator of merchandising ideas. 
To put these ideas into action re- 
quires advertising. It is more eco- 
nomical and efficient to operate a 
joint advertising department. We 
must therefore create a retail ad- 
vertising department in our busi- 
ness. This department is called 
our Associate Department. This 
department represents our Asso- 
ciates in our head office. 

This department, together with 
the Associate Dealers Committee, 
actually controls our merchandis- 
ing policy. Not a single piece of 
merchandise can be placed in the 
monthly advertising units that is 
not O.K.’d by the Associate De- 
partment — and all Associate 
plans are O.K.’d by the Associate 
Committee at their quarterly 
meetings. 


Main Job is Sellling 


The most difficult thing for our 
Associates to do is to realize that 
their old-time buying connec- 
tions must be _ forgotten—that 
their main job is selling — that 
they cannot do the kind of a sell- 
ing job necessary unless they 
turn over this buying job to us. 

Once we are assured of getting 
from you all of your business we 
immediately become more _ inter- 
ested in your sales—in your suc- 
cess—rather than in what we sell 
you. Our Associates become part 
of our organization. They are ac- 
tually our sales force. 

Our salesmen can no longer be 
order-takers; they must be mer- 
chandisers. They are mutual con- 
tact men. They work just as much 
for our Associates as they do for 
us. They are vitally interested in 
the success of our Associates. 
They hold store meetings in their 
stores at least once each month. 
The main job is that of educating 
and instructing. 


Eliminating and preventing over- 
stocks is almost as much a part of our 
job, and that of our merchandisers, as 
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Powell Hardware Co., St. Cloud, Minn., is participating in the Marshall Wells 
Associates Plan as is indicated by the star insignia on each side of the firm name 


it is our Associates’; and on the other 
hand, a large part of our selling ex- 
pense can only be eliminated by the 
cooperation of our Associates. 

One thing is sure—that the more 
we both cooperate, the more savings 
we can make and the more efficiently 
we can serve the consumer. These sav- 
ings right now are all needed. If it 
wasn’t for these savings that we are 
making now we couldn’t do many of the 
things we are doing which our Asso- 
ciates are getting the advantage of— 
and as these savings increase you will 
more and more benefit from them, di- 
rectly or indirectly. 

When we talk about cooperation be- 
tween retailer and wholesaler it must 
be cooperation of the right sort. It 
must be backed by mutual confidence 
in each other—our confidence in your 
ability to do your share—your confi- 
dence in our ability to do our share. 

If our Associates fully recognize 
their responsibility to their customers 
they are going to be more than willing 
to display and push the kind of mer- 
chandise their customers are buying. 


Inertia 


The lack of effort—the inertia among 
the hardware trade—has made it easy 
to take an enormous volume of business 
away from its natural outlet—the hard- 
ware store. 

If you expect us to furnish the kind 
of merchandise the Chains are selling, 
at a price that will enable you to meet 
this competition, it is up to you to give 
us the proper representation on all the 
lines allied with the hardware business 


which are volume sellers in your com- 
munity. 

Between us we don’t require a 
double sales force; we don’t require 
a double corps of buyers. In our plan 
the Associate Committee can demand 
of us any merchandise they feel we 
are not carrying, but should, and it is 
a part of our agreement with you to 
do our share in putting the price in 
line with legitimate competition. There 
certainly can be no waste in this kind 
of cooperation. 


The Salesman’s Place 


Now, there is a claim made that 
salesmen, or contact men, are a use- 
less expenditure of money in distribu- 
tion. If this were so, why is it that 
every single Chain Store of any size 
employs superintendents? What are 
these superintendents except headquar- 
ter’s representatives who have a mer- 
chandising job no different from that 
of our merchandisers, except that they 
have an authority to demand coopera- 
tion from their different stores by 
force, where our merchandisers must 
secure cooperation through persuasion. 

These superintendents not only hold 
store meetings for education and in- 
struction, but they personally check all 
the merchandise to make sure that all 
staple-selling goods are on display, and 
they assist in closing out slow-moving, 
obsolete stock. 

You can’t do this kind of work by 
mail. You can’t do this kind of su- 
pervising in group meetings—and a re- 
tailer is never going to get the proper 
cooperation from his supplier without 
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the services of an able contact man— 
our merchandiser. 

We are going to continue our gen- 
eral policy of merchandising for 1933. 
We want to offer price and sell value: 
and when we offer price we don’t want 
to sell “gyp” merchandise. We must 
offer merchandise that will give satis- 
factory service. Merchandise below 
this class we do not believe will sat- 
isfy the consumer. There has been 
many a disappointment in 1932 for 
Mr. and Mrs. Consumer who have been 
attracted by price and have bought mer- 
chandise that wasn’t worth the money. 


Meet Competition 


Our prices must be generally in 
line with legitimate competition, even 
though the margin on some of these 
items may be unsatisfactory. We must 
have price merchandise to attract peo- 
ple to the store, to satisfy the con- 
sumer that our prices are in line, to 
gain consumer confidence, and also to 
supply the man who has very little 
money and who must husband every 
resource. Without merchandise of this 
class these people cannot be sold at all 
if they can go any place else—and 
some day these consumers will be qual- 
ity buyers. 

Now, our quality merchandise must 


be better than ever—must show more 
value to the consumer—and this qual- 
ity merchandise cannot be of too high 
a price range. It must be within rea- 
sonable distance of the lower priced 
merchandise. 

This better quality merchandise must 
be of outstanding value. It must have 
merit, talking points, anf consumer ap- 
peal. And we must have proper talk- 
ing signs on all this merchandise. It 
is impossible for the average merchant 
to spend the time needed to give a real 
quality talk on merchandise of around 
50c. to $1.00; but a good talking sign 
will make a sales talk unnecessary. 

Since July Ist every Marshall-Wells 
merchandise buyer has been on the fir- 
ing line every month. Each man has 
been out from three to twelve days each 
month, contacting our dealers, contact- 
ing the consumer, checking your com- 
petition in an endeavor to determine 
what the consumer is interested in in 
his line, the particular points of appeal 
that are of greatest importance, and 
arranging to furnish you with merchan- 
dise that will be best suited to our mer- 
chandising plans—and I think that af- 
ter you have looked over the lines that 
will be presented at this meeting you 
will agree that our merchandise de- 
partments have done a splendid job. 


We are in better shape to help you 
meet competition this year than last 
year; and last year our line-up looked 
very good to me. 

I have been on the road a lot my- 
self. I have been in hundreds of re- 
tail stores. I know pretty well the 
lines that are being sold. I contact 
every month practically every Chain 
Store that features hardware. Never 
have we been so well situated to meet 
consumer demand, and to furnish mer- 
chandise of appeal, and within the buy- 
ing range of the consumer, than we are 
today. 

Future Competitors 


I think it is a pretty well established 
fact that our competition of the future 
isn’t going to be the old-line hardware 
man. Those who are taking our busi- 
ness from us, or preventing us from 
increasing our volume, are people like 
Western Auto Supply, Gamble Stores, 
Coast-to-Coast, Ward, Sears—and in 
the larger towns, Woolworth, Kresge, 
Newberry and Grant. 

I think that it is very important that 
we all realize just why this competi- 
tion is so successful—and, of course, 
the very first reason the average per- 
son presents is “price” and “large 
buying power.” 

(Continued on page 53) 
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General interior view of the Powell Hardware Co., St. Cloud, Minn. The talking price cards are of uniform design furnished 
to Marshall Wells Associates from headquarters 
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Two Major Conventions—N.R.H.A. 
in June and Joint Convention of 
N.H.A. and A.H.M.A. in October— 
the Century of Progress Exposition, 
Beckon Hardware Men and Families 







This is the bright, 
modern selling 
arrangement of 
the Chicago Re- 
tail Hardware As- 
sociation’s model 
store at the Mer- 
chandise Mart. 


A Hardware Store Layout 
Built for Prosperity 


By J. C. AMIS 


Secretary Chicago Retail Hardware 
Association 


HIS year, when drastic action 
seems to have turned the tide 
of business sharply, the Cen- 
tury of Progress Exposition at Chi- 
cago, June 1 to Nov. 1, 1933, will 
have a fortunate psychological ef- 
fect upon the people of the nation 
as well as the rest of the world. 
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Virtually a moving panorama of in- 
dustry as it is today, this showing is 
likely to astound a large part of the 
population of the world because 
much that is astonishing in science 
and industry has in the past been 
taken for granted. 

The exposition is to be entirely 
different from former world’s fairs. 
Where other shows have presented 
the manufactured products all beau- 
tifully arranged, this one will show 


the processes of manufacture in ac- 
tion. A new appreciation of our ad- 
vancement should be an apparent 
result. 

Not only America, but the world, 
will exhibit, lavishly and in a mod- 
ern manner. It is estimated that an 
attendance of forty million will be 
achieved, and these millions will re- 
turn to their homes, better customers 
because of a liberal education in the 
processes of manufacture. They will 
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have a new confidence in the strength 
and greatness of industry, which will 
stand them in good stead when future 
doubts assail. 

National interest is indicated by 
the fact that half a million people 
have already paid an admission fee 
to see the buildings in their present 
state of progress. 


Arcturus Opens the Fair 


As an indication of the world’s ad- 
vancement, the science exhibits will 
be opened by energy originating in 
the planet Arcturus, 240 trillion 
miles away. Light, traveling 186,- 
000 miles a second, since the year 
1893, the year of the last Chicago 
World’s Fair, will fall upon a tiny 
photo-electric cell, through a power- 
ful forty-inch telescope. By amplifi- 
cation, this light will throw the 
switches that light the grounds and 
start ponderous machinery whirring. 
This idea came from the mind of the 
blind director of the Yerkes Observa- 
tory, Prof. Edwin B. Frost. 

This is an example of the mod- 
ernity of this great exposition. It 
will be the first time that man has 
reached into the void beyond the 
solar system to harness energy. 


Hardware Progress 


Hardware men and their families 
visiting the Exposition will naturally 
be keenly interested in the progress 
of their own industry and Chicago 
hardware men have provided the 
very latest and most successful meth- 
ods in retail hardware merchandis- 
ing for their approval. Three years 
ago, under the direction of the Chi- 
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The dazzling sight of the Fair Grounds that will attract millions of people from all 
parts of the world. Two hardware conventions are scheduled for Chicago this year. 


cago Retail Hardware Association, a 
model store was set up in the Mer- 
chandise Mart; it was the last word 
in improved arrangement. There 
has been, in that time, much change 
in the methods of displaying and 
selling hardware, so a new store 
from the floor up has been assembled 
at the Merchandise Mart. 

John H. Ganzer, Vice-President of 
the Duluth Show Case Company and 
known to HARDWARE AGE readers for 
years as a national authority on 
hardware store design and merchan- 
dising methods, designed this new 
store. We told Mr. Ganzer to go the 
limit in making this a store that 
would not only be modern now, but 
for several years to come. At first 
we were a little afraid that he was 
too far ahead of the times but since 
the new store is in place and we have 
had an opportunity to get the re- 
action of the hardware men who have 
seen it, we are sure it is right. 


A Glimpse is Given 


The pictures shown here do not 
do the store justice because it is 
not possible to visualize the color 
scheme, one of the outstanding fea- 
tures; nor is it possible to see in its 
entirety the unique lighting system 
which is worked right into the fix- 
tures themselves. 

As you enter this new and modern 
hardware store you are at first im- 
pressed with its light and airy at- 
mosphere. It surpasses the modern 
stores of recent years. It is truly a 
different kind of store in every 
way. The merchandise stands out, 
so easy to see, and the entire store 


seems roomy and inviting. It’s the 
kind of a store the woman buyer 
likes and, after all, she is the one we 
all have to sell today. This store 
will invite the favorable attention of 
any woman, yet it is the kind in 
which a man will feel at home. Every 
hardware man who has seen it says 
it will do the merchandising job that 
is needed today. 

The fixtures themselves are made 
of wood finished in a delicate shade 
of green with a darker green trim. 
The backgrounds in those fixtures 
that are open are finished in ivory 
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Hard Boiled Management 


“If so men’s memories not a monu- 

ment be, 

None shalt thou have. Warm 
hearts, and not cold stone, 

Must mark thy grave, or thou 
shalt lie, unknown. 

Marbles keep not themselves; 
how then, keep thee?” 

«+++ John Vance Cheney. 


Y article of March 16 was 
about the “human” execu- 
tive and I have promised to 


write about the “hard boiled” execu- 
tive. Right in the beginning let me 
say that the hard boiled executive is 
frequently very much misunderstood 
by his employees. Just because he 
is not a hand shaker and a back pat- 
ter, and because he does not go 
around with a friendly smile and 
scatter kindly words throughout the 
organization, he is supposed to be 
hard boiled. The fact may be that 
he finds it necessary to conserve his 
time, thinking and energy. 

The hard boiled executive as com- 
pared with the very human executive 
is frequently a man not in the best 
of health. He is generally nervous, 
easily irritated, and suffers from in- 


digestion or some other physical 
trouble. I really do not know which 
is cause and which is effect, whether 
his being hard boiled gives him in- 


digestion, or whether indigestion 
makes him hard boiled. But as I re- 
view executives the fact stands out 
in my mind that some of the greatest 
of them have been men who more 
or less all their lives have suffered 
from certain physical infirmities. As 
I stated in my other article, we are 
what we are from birth. Probably 
the mere fact that the executive I am 
now considering started in life with 
some physical handicap has com- 
pelled him to conserve his energies, 
and has been a large factor in de- 
termining his methods of doing busi- 
ness. 

Of course, there are hard boiled 
executives who seem to have a mean 
streak that goes clear through them 
—executives who actually seem to 
enjoy giving pain—but such men are 
the exception and I will not say 
much about them here. 

However, in passing, allow me to 
make the statement that while most 
fat men are good natured when you 
find a fat man who is mean he is the 
meanest man on earth. 
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By SAUNDERS NORVELL 


When a child in a family is not 
quite as strong as the others, the 
mother is always coddling this child. 
He grows up expecting to have fa- 
vors. He does not do his full share 
of the hard work. Life has been 
cushioned for him. Now, if this 
child develops an unusually good 
mind he evolves into an executive 
who is very difficult to please. He 
expects a great deal of those around 
him. He insists upon having it and 
as a result he develops into what is 
believed to be a hard, exacting 
master. 

This type, especially in a large or- 
ganization, usually avoids the hard 
gruelling details of the business. If 
possible he manages to get himself 
into an office in the background 
where he is not subject to constant 
interruptions. He selects the part of 
the business that appeals to him and 
very frequently this part is the finan- 
cial end of the business. He studies 
reports. He checks up departments 
not so much by human beings as by 
figures. The whole institution com- 
posed of living men and women may 
be revolving all around him and to 
these people in the business he ap- 
parently gives little thought, but he 
is tremendously interested in cash 
balances, total sales, net profits and 
all the reports that jndicate how the 
business is moving. He is a man 
with the idea that nothing but re- 
sults count. He is not inclined to 
make allowances. Explanations fre- 
quently bore him. If one man can- 
not get the desired results, then it 
is his idea there should be a change 
and another man be given the job. 
In making these changes in his busi- 
ness he does not waste much time or 
human sympathy. He is the type 
that gets the thing done frequently in 
spurts. He is a very intensive 
worker in spots! 

But I have observed that this class 
of executives take a good many privi- 
leges that they do not countenance 
with their associates or partners. Of 
course, the basis of these privileges is 
in the fact that their health is not 
very good. They get down later to 


business. They leave early. They 
take many afternoons off, and long 
and frequent vacations. I have seen 
them come home from a long vaca- 
tion to the South in the winter time, 
or from the North in the summer 
time, rub their hands and say—“I 
am feeling fine and now I will get 
busy.” Their poor associates who 
have been gruelling along in the 
business, working long hours in the 
heat of the summer, or in the cold 
of the winter, know what it means. 
Just as soon as he gets into his of- 
fice, as soon as he gets his reports, 
then he will start after various de- 
partments. Man after man will be 
placed on the carpet. Criticisms will 
be straight and to the point. 

Such a man in business, of course, 
is not an object of affection either by 
his associates or by his employees. 
Nevertheless, we must admit that this 
type is needed in every business. 

Frequently these cold blooded ex- 
ecutives pride themselves on the fact 
that they are the “watch dog of the 
treasury.” They love to watch the 
cash account. They love to study 
expenses. They love to cut down 
expenses. Usually they get them- 
selves on the boards of local banks. 
They enjoy the honor of being bank 
directors and they also like to gather 
the inside information that turns up 
at meetings of bank directors. 
Usually these men are very clear, 
direct thinkers. Frequently they 
pride themselves on gathering in- 
formation from every source, but on 
the other hand being very stiff lipped 
and noncommunicative with infor- 
mation they have. 

These men, taking to themselves 
more spare time than their associates, 
hear of many good opportunities to 
make money, so frequently they are 
found making outside investments. 
In other words, I should say that 
while the hard boiled executive keeps 
a weather eye on the business at the 
same time he is giving a great deal 
more thought to his own personal 
investments than the human execu- 
tive. As a result of having more 
time to think and with a natural 
acquisitive temperament these men 
almost invariably become well off. 
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Following publication of its May, 
1933, Issue, Good Hardware becomes 


a part of HARDWARE AGE 


ITH the May, 1933, issue, Good. Hardware terminates 
its service as a separate hardware publication and be- 
comes an integral part of HarpwarRe Ace. Started 
about 15 years ago, as a monthly publication, Good Hardware 
has for the past 12 years been published by the Trade Division 
of the Butterick Publishing Co., New York City. It has enjoyed 
favorable acceptance and contributed a measure of 
constructive help to the manufacturers and dis- 
tributors of hardware. It was distributed on a free 
circulation basis and was printed on a pocket-size 
page. 
Absorbing Good Hardware adds one more ele- 
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ment of strength to the leadership 
HarpwarE AGE has maintained for 
the past 78 years. This leadership 
will continue to be premised on use- 
ful and constant service to retailers, 
wholesalers and manufacturers of 
hardware. 

During its long and pre-eminently 
successful career, HARDWARE AGE has 
absorbed several other important 
hardware publications, adding their 
best features to its own—thus in- 
creasing the usefulness of HARDWARE 
AGE as a business instrument for the 
entire hardware industry. Outstand- 
ing among the papers merged with 
Harpware Ace were the Hardware 
Dealers’ Magazine, The Hardware 
Reporter, Hardware, Iron Age-Hard- 
ware and the Western Hardware 
Journal. To this list is now added 
Good Hardware. 

Without additional investment of 
money or reading time, our subscrib- 
ers will hereafter receive those useful 
features so popular in both Harp- 
WARE ACE and Good Hardware when 
published separately. 

Coincident with this expansion, 
HarpwareE AGE is able to report 
tangible evidence of greater reader 
interest as reflected by the substantial 
increase in its paid circulation during 
the past eighteen months. The steady 
flow of letters from readers comment- 
ing upon editorial features is an- 
other indication that this publication 
is functioning along constructive 
lines. 

The Every-Other-Thursday publi- 
cation schedule will be maintained: 
that important trade news and vital 
market information may be provided 
promptly; that sufficient useful 
window display suggestions and ad- 
vertising ideas may be offered to 
assure continuity and _ frequent 


change; that ample merchandising 
information may be given and that 
hardware distribution problems may 
be discussed currently. The Annual 
Directory Issue—a hardware buyers’ 
guide—(Who Makes It?) will be 
published in September and sent to 
every subscriber as before. This 
issue alone is a major publishing 
achievement highly valued by the 
hardware industry. 

With this announcement, Harp- 
WARE ACE renews its pledge as stated 
in the principles of the HARDWARE 
Ace PLaTForM. These principles 
seek more efficient and profitable 
distribution of hardware through 
proper hardware channels. Toward 
this goal our editorial efforts are 
dedicated, that the industry as a 
whole may make progress—for no 
part of the industry can be successful 
unless the entire industry is efficient. 

At this point it is fitting to review 
briefly the history of HaRDWaRE AGE, 
since John Williams, a Middletown, 
N. Y., hardware salesman, founded 
the Hardware Man’s Newspaper in 
1855. This was the beginning of 
HarpwarE AGE, the first hardware 
publication in America and the pro- 
genitor of The Iron Age. Although 
primarily a hardware man’s news- 
paper as indicated by the name, John 
Williams believed he should do 
everything in his power for the de- 
velopment of American Industry. 

Finding Middletown too small a 
center for his business activities John 
Williams moved his publishing busi- 
ness to New York City in 1864, where 
it has remained ever since. In the 
meantime the name of the publica- 
tion had been changed to The Iron 
Age. 

In 1909 the David Williams Co. 
was sold to a group of trade publish- 
ers headed by W. H. Taylor, who 


served as president until 1920 when 
he was succeeded by Fritz J. Frank, 
incumbent president, who had been 
secretary of the company. It was in 
1917 that the firm name was changed 
to The Iron Age Publishing Co. 

For many years The Iron Age 
served two interests, the iron and 
steel industry and the hardware trade. 

When the present publishers of 
The Iron Age came into control in 
1909 they immediately saw the ad- 
vantage of separating from The Jron 
Age its hardware department and 
establishing a new paper that would 
retain the prestige of The Iron Age, 
but at the same time create a new 
individuality as a strictly hardware 
publication. 

There was at that time a semi- 
monthly paper in New York called 
Hardware. This paper was consoli- 
dated with the hardware department 
of The Iron Age, and the combined 
paper called Iron Age-Hardware. 

Shortly after the Western Hard- 
ware Journal, of Kansas City, was 
consolidated with Iron Age-Hard- 
ware. 

fr 1913, The Hardware Reporter, 
of St. Louis, Mo., was consolidated 
with [ron Age-Hardware and the first 
combined issue published on May 13, 
1913, as Harpware Ace. The Hard- 
ware Reporter had been published 
by Saunders Norvell following his 
retirement from the presidency of the 
Norvell-Shapleigh Hardware Co. It 
had previously been issued as the 
Stoves and Hardware Reporter. 

Ten years later, in 1923, Harp- 
WARE AGE absorbed The Hardware 
Salesman, of Chicago, and on August 
1, 1929, took over The Hardware 
Dealers’ Magazine, of New York City. 

On May 11, 1933, will be published 
the first issue of HARDWARE AGE com- 
bined with Good Hardware. 
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They are very modestly on the out- 
look for positions of honor and trust 
in the community. They bob up on 
various boards and committees with 
other influential people. As time 
passes they become president of im- 
portant clubs. It is a curious faci 
that usually they are not good club 
members. They are not especially 
well liked, but they are good club 


managers. 


Comparing this character with the 
one outlined in my last article ii 
would seem while the time of the hu- 
man manager is very much taken up 
with the employees in his organiza- 
tion, the time of the executive we 
are now discussing is usually taken 
up with these outside enterprises. 
He has little or nothing to do with 
the employees in his own business. 
As time passes, except to the other 
partners and the heads of depart- 
ments, this man becomes something 
of a myth in the business. The sales- 
men and regular employees seldom 
have any contact with him. He be- 
longs to that other side of the busi- 
ness, the “money side” that fre- 
quently tends to divorce itself from 
the human working side. 


Retiring, But— 


This type in its evolution takes 
various forms. I have known such 
men to acquire a large fortune and 
then retire from active business. This 
does not mean they have retired from 
business. They have found it is 
much pleasanter to deal in enter- 
prises in the mass than enterprises 
in detail. They pick up bargains. 
They take advantage of inside in- 
formation and make money. They 
know what is going to happen be- 
fore it happens. They travel from 
one winter resort to another. They 
cross the ocean. They are heard of 
in various European capitals, but al- 
most everywhere you will find them 
associating with other rich men, 
gathering information, checking this 


information, making notes, and in- 


vestments. 

Another form of evolution, and 
this is the evolution of the meaner 
type, they find out that they are not 
really very well liked. People are 
not exactly natural with them. It 
dawns on them that their standing 
comes from the power of the money 
they have made. They realize with- 
out their money, and without their 
positions, individually they would 


APRIL 27, 1933 


be nothing, so they continue to pile 
up money and to hang on to all their 
various positions like grim death. 

As I have written before, the end 
proves everything. It is very un- 
fortunate when this class of man finds 
himself alone in his old age. It is 
especially unfortunate if his health 
is bad. He may be able to pay for 
service, but he must miss the atten- 
tions that come from affection alone. 
Of course, if our hard boiled friend 
in his old age and in poor health 
happens also to lose his money then 
it is just too bad. He hasn’t even 
the compensation of pleasant mem- 
ories. 

After all, notwithstanding the for- 
tune he has acquired, notwithstand- 
ing his prominence in the commun- 
ity, such men in the end do more for 
their businesses than their success 
in turn does for them. 


A Hard Philosophy 
Their philosophy is a hard one. 


They believe in material success. If 
a man has not those qualities that 
lead to his making money they have 
a certain contempt for him. This 
feeling extends to their less success- 
ful and poorer relatives. This is 
frequently shown when they die. 
While they may not through their 
long lives have been at all interested 
in literature, art, or culture, still it 
is a very common thing for them to 
will the bulk of their estate, or very 
large sums of money to colleges or 
museums, while at the same time they 
leave very small amounts, if any- 
thing, to their numerous relatives. 
There is one interesting case where 
an executive of this type surprised 
the world by leaving an enormous 
fortune to the Metropolitan Museum 
here in New York. From the best 
information that could be had this 
executive had never been in the mu- 


seum more than three or four times 
in his life. While millions went to 
the museum a comparatively small 
sum, something like fifty thousan 
dollars, was left to the manager of 
his business, who had toiled for 
years building up this mass fortune. 
It would be an interesting study, if 
the information could be gathered. 
to know just what led this man to 
make this large gift to an already 
rich and well endowed institution, 
while he did not leave his employees 
enough money to buy his business, 
so there was a probability of the 
business itself that had created the 
fortune drifting into other hands. 


A George Ade Story 


George Ade in one of his fables 
makes a very interesting study of 
this type. A boy went to the circus. 
In the sawdust just under the ticket 
window he found a silver dollar. He 
brought this dollar home. He was 
the envy of all of his friends for pos- 
sessing a dollar. He was told to 
put this dollar in a bank and save his 
money. He did. Then he became a 
newsboy. Every week he made a de- 
posit in his bank account. This bank 
account became his obsession. Fi- 
nally he had enough money to make 
loans to his friends. In time he be- 
came a banker, and after awhile the 
richest man in his town. He never 
had time for anything excepting to 
chase the dollars. His only joy in 
life was increasing his cash balance. 

Finally, he found himself in the 
hospital. The doctor informed him 
he only had a few hours to live. The 
man gazed out of the window for a 
few*moments and then turned to the 
doctor and said, “Doc, will you an- 
swer me one question, I am just 
about to go, 1 would like to know 
before I leave this world what it has 
all been about?” 





article on this subject for that magazine, 


He has prepared a series 


Ts: Editor of Sales Management asked Mr. Norvell to write an 


of three articles of which this is the second. In the third and final 
installment the author will sum up his views on both kinds of manage- 
ment, presumably offering his conclusions of a happy and efficient 
eombination of human traits and hard boiled practices in business man- 


agement. 


Because this series promises such general interest among all 


business men HARDWARE AGE has arranged through the courtesy of 
Sales Management to publish the three articles concurrently with their 


appearance in that publication. 


—tThe Editors. 











Opinions Differ on “Chatienge « 


HE lead editorial “A Challenge 
to Hardware Distribution” and 
the article by E. B. Gallaher, 
“A New Light in the Sky,” published 
in Harpware Ace, April 13th issue, 
have aroused lively interest in the 
hardware trade, particularly among 
retailers. Typical of the opinions 
expressed by readers are the three 
letters presented here. Space does 
not permit publication of all the 
comments offered, pro and con. 
These were chosen as examples of 
three popular reactions. 


Miami, FLoriwa.—The editorial, “A 
Challenge to Hardware Distribution” in 
last issue of your valuable publication 
(H. A. April 13, 1933), together with 
the article by Mr. Gallaher, is indeed 
most interesting, and cannot escape 
the notice of those among your readers 
who functioned as hardware salesmen 
in the good old days of long ago. 

I cannot believe that distribution is 
in the deplorable state that is pic- 
tured in this article, and I therefore 
“accept the challenge” in behalf of the 
many loyal wholesalers with whom I 
have come in contact during more than 
half a century of catering to the needs 
of the hardware retailer. 

My first thought is: will it be ac- 
cepted as a true picture of present con- 
ditions by such warhorses as Hugh 
Hulburd of the Geo. Worthington Co., 
W. Bingham Cos. Forrest Needles, the 
executives of The Hibbard Spencer 
Bartlett Co., Shapleighs, Simmons and 
numerous other nationally known 
houses? 

My mind’s eye discerns a smile upon 
the countenances of these gentlemen 
when they read the article, as well as 
the executives of many other jobbing 
houses who have worked out their own 
salvation and are not greatly disturbed 
by the advice given them as to methods 
necessary of employment in order to 
eke out an existence. 

I am not denying the fact that there 
is much truth and possibly some con- 
jecture regarding the situation; but 
we have had difficulties to overcome in 
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Veteran Hardware Man Writes Hardware Age 
from Miami, Fla., Taking Issue with Editorial 
and Gallaher Article in the April 13th Issue— 
Olaf Malde, Park River, N. D., and Fred C. 
Burney, Little Falls, N. Y., Think Differently 


the past, and the much discussed job- 
ber has kept marching right along, even 
though out of step with some ideas. 

The great E. C. Simmons blazed the 
route several years ago, that has been 
followed by many of the leading job- 
bers, in an endeavor to “help their 
customers to prosper.” 

His bringing into existence the Keen 
Kutter trade mark, to be applied to a 
line of tools and cutlery of superior 
quality and finish, supported by an 
unsurpassed advertising campaign, was 
a master conception of a great mind. 

Today many of the leading whole- 
salers are cashing in on this idea, by 
attaching their name and mark to a 
line of goods that the salesmen not only 
take an interest in selling, but they 
follow through by a sales talk to the 
man behind the counter, with good 
results. 

I beg to differ with the gentleman 
when he undertakes to convey the idea 
that trade marks and special brands 
mean nothing to either the dealer or 
their customer. He would have us be- 
lieve that all buyers at retail counters 
are cheap skates, which is a long ride 
from the real facts. 

The salesman who is unable to show 
an artisan the difference between his 
trade-mark well advertised article and 
those displayed by the chain stores 
does not wing very high, in my esti- 
mation, and is out of place behind a 
retail counter. 

Granting that the articles may have 
been made in the same factory, it is 
inconceivable to admit that the maker’s 
name stands for nothing after having 
spent many years in bringing it to 
perfection. 

It will be an eye-opener to many 
when they learn that we have such a 
grossly unethical lot of manufacturers 


in our midst and so many would-be 
jobbers who do not know their onions. 

However, I recall that far back 
in the early ages, there were some 
among the jobbers who were not so 
scrupulous about their ethics and there- 
by hangs a tale. 

Momentous questions regarding distri- 
bution were being discussed when I be- 
came identified with the hardware busi- 
ness over half a century ago. There 
were few publications; commentators 
not much in evidence, and passing in- 
formation had to be along the spoken 
word route. 

Ministering to a discriminating pub- 
lic for a wholesale house, when manu- 
facturers of this country were endeavor- 
ing to get their wares into the hands 
of artisans, farmers and housewives, in 
competition with foreign made goods, 
was the job on hand. 

It was in the seventies that Wood’s 
patent planished iron was first intro- 
duced, and up to that time nothing bet- 
ter than common black sheets had been 
provided by our home rolling mills. 

Stove pipe was used to so great an 
extent in those days that every hard- 
ware store with work shop attached 
was a prospect for a goodly quantity 
of sheet iron at certain seasons. 

Russia iron was being imported and 


‘sold by jobbers to supply a demand for 


a high grade non-rusting material to be 
used in making parlor stoves and a bet- 
ter grade of stove pipe. 

Bringing onto the market a home 
produced sheet iron closely resembling 
the imported was an event in hard- 
ware history, and the new product took 
like wild-fire. It was soon discovered, 
however, that the so-called American 
Russia was not in a class with the 
genuine, and while it sold at a fifty per 
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cent lower price, there was still a de- 
mand for the genuine. 

One of the New York state enter- 
prising jobbers conceived the idea of 
procuring gunny-sacks that closely re- 
sembled those in which the Russia 
sheets were packed, and used them 
repacking the home product. He was 
able to dispose of a _ considerable 
quantity before being detected, and 
when confronted with the evidence he 
defended his position by claiming 
patriotism. That was the only way to 
convince certain skeptics that the 
American product was just as good as 
the imported, and that he believed in 
encouraging home industry. 

He was threatened with prosecution, 
but no action was ever started and soon 
the matter was being referred to as 
a huge joke. 

T. H. Paterson. 


Mr. Paterson seems to consider 
this editorial as critical of the whole- 
saler and his place in the hardware 
distribution picture. His attention 
has been called to paragraph six of 
this editorial (H. A. April 13, page 
29) which states: “But at every turn 
we believe the evidence stresses the 
very vital need of the wholesaler in 
the picture as the buyer, so that the 


Hearty Approval from 


Park River, N. D.—You are to be 
congratulated for publishing the article 
“A New Light in the Sky for Hard- 
ware Distribution” in your April 13th 
issue. There is no question but that 
there is a field of discussion that abso- 
lutely must come to light, time and time 
again. We small dealers find ourselves 
with goods that are sold in the so- 
called chain stores for a lot less. I 
quote a price on a wire spring for an 
electric iron wire—we paid our job- 
ber 90 cents per dozen for these and 
they were at the same time sold in the 
chain stores at 5 cents each. This 
spring we find ourselves selling sweat 
pads, Old Gold, Tapatco, and are pay- 
ing our wholesaler the identical price 
the mail order house quotes at retail. 
On sweat pads they are identical pads 
made by the same people and sold 
under the same name. 

As small dealers we have no chance 
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retailer may concentrate on seiling. 
This principle dominates the planks 
of the HarpwaRE AGE PLATFORM, 
etc.” A copy of the Platform has 
been sent to Mr. Paterson. His refer- 
ences to leading wholesalers using 
house brands is exactly the situation 
that Mr. Gallaher fears will spread 
if price adjustments consistent with 
values are not made on_ national 
brands. And at no point does Mr. 
Gallaher “undertake to convey the 
idea that trade marks, etc., mean 
nothing.” On the contrary he is 
strong for trade-marked goods if they 
are offered at prices which represent 
true values. He does say that if the 
only difference between two pieces 
of merchandise is the item of the 
trade-mark there is no extra value to 
the trade-marked item and therefore 
the prices on the two articles should 
be the same. He stresses at one point, 
that between two articles of identical 
quality at the same price the trade- 
marked item will sell more readily. 
But again he stresses the need of 
value. These principles are also 
brought out specifically in the Harp- 
warRE AcE PLaTrorM.—Ed. 


North Dakota Dealer 


to survive if we cannot obtain goods 
and sell in competition with the chains. 
I wrote to the makers of the sweat pads 
and received a long letter explaining, 
nothing but the fact that they sell them 
all at the same price and that they are 
sorry we cannot sell the pads profit- 
ably. 

I sincerely hope that you will drive 
the facts home and give more space to 
such vital matters confronting the 
small retailer in his every day business. 
He cannot individually force any change 
from his source of supply. 

OvaF MaAtpe, Manager, 
Park River Hardware Co. 





We are happy to have Mr. Malde’s 
approval of our efforts. The edi- 
torial and article referred to, are only 
the first of a series which we believe 
will point the way for wholesaler- 


retailer units to meet competition. 
These articles will stress the fact the 
only competition is the fight for the 
consumer’s business and that to meet 
chain, mail order and other competi- 
tion, both wholesalers and retailers 
must meet the same terms and buy 
in same units and quantities if they 
are to be put in competition in the 
matter of price.—Ed. 


Wants Further Information 
on the Subject 


Littte Faris, N. Y.—We have just 
read with much interest an editorial in 
the April 13th issue of HARDWARE AGE 
commenting on the work of the 
N.R.H.A. Price Committee and the 
articles by E. B. Gallaher, editor of 
Clover Business Service, both of which 
we have read with much interest. 

We remember that Mr. Gallaher said 
in one of his articles that some of the 
jobbers had already “seen the light.” 
We have been trying to get in touch 
with some of these who have “seen 
the light” and who are in a position to 
sell us goods to meet the mail order 
competition. So far, we have not been 
successful, and if you can put us in 
touch with any of them, we will ap- 
preciate it very much. 

Frep. C. Burney, President, 
Burney-Rogers Co., Inc. 


The wholesalers alluded to by Mr. 
Gallaher are Marshall Wells Co.., 
Duluth, Minn., and Hibbard, Spen- 
cer, Bartlett & Co., Chicago. We 
have investigated the activities of 
both organizations in the past 30 
days and find them working toward 
this goal and making real progress. 
In our judgment Hall Hardware Co., 
Minneapolis, Minn., is also active 
along similar lines. There may be 
other wholesalers actively approach- 
ing the same objective. If so, we 
shall be pleased to have further de- 
tails. In this issue is a message on 
the subject by Seth Marshall, presi- 
dent of Marshall Wells Co. This 
will be followed by a series of ar- 
ticles on the subject obtained through 
extensive field research.—Ed. 
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Get the Most from Your\¥V 














HIS time we present two par- 
ticularly effective displays, suit- 
able for the average hardware 
store window. They come from the 
Champlin Hardware, Enid, Okla- 
homa, the story of which appears on 
pages 39 and 40 of this issue. The 
author of the story about the 
Champlin store is Welden Ford, ad- 
Sudbannatiadion vertising and display man of the 
firm, who also prepared these win- 
dows. 

Mr. Ford explains that the back- 
ground is constructed of three 4 x 7 
pieces of beaver board, joined to- 
gether to give the appearance of a 
solid piece. This was painted a light 
color in kalsomine. The silhouettes 
are black and are placed in front of 
cut-out circles backed up with lav- 
ender. crepe paper. Back of each 
circle is a 100-watt lamp which illu- 
minates the entire background in 
brilliant fashion. The headings “All 
These suggested window display arrangements are original, and because of the Set for Summer Sports” and Spring 
interchangeable display fixtures, are easy and quick to install. They are flexible Styles for Home and Lawn” are let- 

of arrangement, permitting a large number of different combinations. tered in white. 

The figures for the silhouette can 
be made by a local artist or sign 
writer, cut out, used, saved and used 
again. These window accessories are 
sure to attract favorable attention 
and to stamp your store as one of 
modern display methods. 

This cut-out circle idea can very 
easily be applied to the suggested 
background of the June Bride win- 
dow. A chart for reproducing the 
picture of the bride is here offered. 
Simply enlarge the squares as many 
times as you wish to enlarge the pic- 
ture and you have an easy method of 
making an accurate copy. 

Speaking of backgrounds — the 
original display suggestions use the 
background units of the HARDWARE 
AcE interchangeable display fixtures. F 
Instructions for building these fix- 
tures have appeared in HARDWARE 
AGE previously and most recently in 
the Annual Directory Number of 
Sept. 29, 1932. A reprint of this 
article is available to readers without 


charge. Address the Window Display 
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This window and the one shown on the opposite page are from the Champlin . 
Hardware, Enid, Okla. This article describes them in a way that makes it easy Editor. One advantage of these fix- 
for you to duplicate them or to adapt the idea to your own requirements. tures is that they can be quickly ar- 
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aur) Window Display Effort 
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ranged and rearranged into a num- 
ber of different combinations, all of 
them attractive and symmetrical. The 
plateaux are just what is needed to 
build up the display from the floor 
level. The sketches reproduced clear- 
ly show how the units and mer- 
chandise are arranged. We can truly 
say that the interchangeable display 
fixture reduces the work and study 
of window trimming to the mini- 
mum. There are seven different types 
of units and they can be covered with 
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felt, oilcloth or other covering mate- 
rial or they can be painted. It is a 
simple matter to give these units a 
coat of flat wall paint, which, because 
of its quick drying properties, en- 
ables the window trimmer to have a 
different color scheme in his back- 
grounds, etc., from time to time. Bea- 
ver board and scrap lumber form a 
major part of the material needed to 
build these. 

With your windows pepped up for 
better selling effort, carry the idea 
into the store and into your advertis- 
ing. Whether you use newspaper 
space or direct mail methods, make 
all three factors—windows, store dis- 
plays and advertising—pull together. 
Each is a valuable sales stimulator, 
but together they are almost a sure 
winner. A store that has these three 
factors working efficiently will not 
tolerate bad store atmosphere, insuf- 
ficient light and indifferent handling 
of selling. 
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This window display suggestion can be adapted to the same idea as that used in 

the Champlin windows. The cut-out circle, lighted from behind, can be used 

for the center background picture. The chart at the left helps you make 
the picture, 








Another Champlin window from Enid, Okla., showing the use of cut-out circles, 
backed up with lavender crepe paper and lighted from behind. Read the 
story and learn how to do it. . 
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ARDWARE advertising can 
be human and _ interesting. 
The best way to accomplish 


this is to think of every newspaper 
reader as a prospective buyer; keep 
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Come in Today 5. 





-—Bunting’s-4-Stores— 


New Faultless Electric 
Washer (Model L) 


4 95 
4 Cash DOWN 


A remarkable wa her; not @ cheap 
machine—no cutting down in size 


Today. 


By J. A. WARREN 
Associate Editor, Hardware Age 


a specific customer in mind, direct- 
ing what you write to him or her and 
think of hardware as something to 
use instead of just something to sell. 

A cold, impersonal ad, which lists 


$5.00 


$4.00 per month 
On Easy Terms, $52.95 


capacity. See It Demonstrated 

Outstanding features found in the 

New Faultless Washer 

Full size, one-piece porcelain tub. 
A swinging, reversible, full sized 
wringer. 
One-piece aluminum agitator (in- 
sures fast washing and will last a 
lifetime). 
All working parts inclosed, insures 
perfect safety. 
A complete machine at the lowest 
price ever offered. 








“WEAR EVER” | RECERTO 
CAKE PAN 2-ral. size 


11-Eeg. size, reg 











VEGETABLE BIN 
in green orf Assorted cdlors: 
blue. Spec | Separate 


seme §g | 5G¢ [us St.00h"" .. S2ud 





IRONING BOARD 


Tan. Regular size. well braced: 














Headquarters for Pennsy!vania Lawn Mowers. 
in our stock made by Pennsylvania Lawn Mower Works. 
} Special $2.00 Allowance for your old mower. 


See Our 1931 Models Before You Buy 


Every mower 








South Side 
of the 
Square 


Indenendence, 
Mo. 








These ads are good examples of the use of value-creating descriptions. 


XJ NTING'S =: 


HARDWARE- SPORTING GOODS Sx 
8/0-12-14 WALNUT ST. 


Kee 510 Minnesota Ave.———4624 Troost Ave. 





Independence, 











They 


also are well arranged and illustrated for high visibility. 
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Retail Hardware Advertising 


the items you are offering, may sell 
some hardware, but if you want to see 
better results, just try humanizing 
your copy. People will, all other con- 
siderations being equal, patronize 
the friendly store in preference to 
the indifferent one. This is also true 
of advertisements. 


Offer Goods as Something 
to Use 

Copy that deals with merchandise 
as something to use makes people 
think, which in turn increases the 
chance of creating desire for owner- 
ship in their minds. Keep your copy 
ideas in line with the subject in hand. 
Some advertisers, in an effort to 
make their advertisements breezy and 
interesting, get off on such subjects 
as politics and current events with- 
out giving any thought to their 
relevancy. If you can turn a casual 
observation about a current event 
into a reasonable argument about 
your merchandise, do so. But see 
that there is a sensible reason for it. 
Your aim should be to put people 
into a cheerful mood in which to 
read your ad, without boring them 
with bad attempts at humor. If you 
remember the “specific customer” 
you will write just about what you 
might say to him if he were in your 
store. We all know the cheerful 
salesman sells more with less effort 
than the grumpy one, so why not 
make a cheerful salesman of your 
advertisement ? 


Human Interest 

An example of current events that 
may he capitalized is the discussion 
at Washington of the 30-hour week. 
A heading something like this: 
Will Mother Get the 30-Hour Week? 
would certainly get the attention of 
the whole family and in all likeli- 
hood the support of the family, too. 

The introduction to this ad would 
be a “natural” for almost any house- 
hold labor saving device—washing 
machines, for instance. It could set 
forth the amount of work lifted from 
mother’s shoulders, the ease with 
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which it is installed—and paid for. 
This should be followed with as 
much vital information about the 
machine as can be packed into a rea- 
sonable portion of the space. The 
description used in the Bunting ad 
for the Faultless washer is a good 
example. 

This ad carries a number of semi- 
related items of smaller price range. 
Even if the customer does not intend 
to make the actual purchase of the 
washer, the ad will call attention to 
it and she will go to the store, know- 
ing she can purchase a 59c Recepto 
can and at the same time see the 
washer demonstrated. The chances 
are she will buy the washer. Note, 
too, there is something for the man 
of the house. Lawn mowers provide 
the excuse for a visit, with mother, 
to the hardware store. 


Value-Creating Descriptions 


The other Bunting ad, headed 
“Shrubbery Sale,” is confined to one 
department of the store, and while 
it would be better for the average ad- 
vertiser to carry more items from 
other departments, it must be re- 
membered that Bunting’s use space 
every day and, therefore, can afford 
to devote this one ad to one depart- 
ment. In the course of a week a 
wide range of merchandise is offered. 
One important point about this 
Bunting advertising is the value cre- 
ating description of the items. Too 
much advertising is approached from 
the price side only. Price, we all 
admit, is an important factor, but if 
some attention is paid to the creat- 
ing of value by describing the ar- 
ticle, thereby making the reader 
want to own it, price will begin to 
recede as a factor. The manufac- 
turer of automobiles gives a minute 
description of his product and men- 
tions the price more or less incident- 
ally. You do not buy a car because 
it is offered at a price, but because 
you desire the pleasure derived there- 
from. You dig down and get the 
necessary money, because the adver- 
tisement has pictured for you the ad- 
vantages of owning a car. If a car 
dealer were to publish an ad which 
read “So-and-So Autos, $695.00” he 
would be left hopelessly behind the 
dealers who described their products 
and the benefits of owning them. So, 
put DESIRE FOR OWNERSHIP 
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-——Bunting’s-4.-Stores— 
SHRUBBERY SALE 


Now is the time to plant for luxuriant blooms. _A fresh stock 
just received, All roses, shrubs and vines are field grown, 2 
years old and are particularly edapted to this climate. 


YOUR CHOICE OF 


Rose Bushes -- Shrubs -- Vines 
35c Ea. 3 for $1 


A Telephone Orders Filled 
VI. 9819 


No Mail 
Orders 
Accepted 


-- tes Shrubs & nes Rose Bushes 


eas k. — Lilac—Snowball | American Beauty 
rly Richmond or Mont- , 
morency or Delicious Ap- Hydrangia Ae ta = 


ple. Extra Spe- Clematis—Spirea . 
Gah, CBG ..4..000 045 69e P Dorothy Perkins 










ta 3 G : ex “4 











Wisteria : 
RHUBARB — New straw- | Gruss-an Teplitz 
berry variety, large 10 ush Honey- Paul Scarlet 
clumps, each ....... ¢ suckle or climb- ; Sunburst 
_ or 79¢ Doz. .ing Honeysuckle | Gardenia 












| Pruning 
Shears 


For vines or shrubs, Extra quality 
steel blade. Extra special 
_ le OP AEA Eee « ! C 








Metal Flower Boxes . 
36-inch galvanized metal. boxes. | Malle 
Snamelod green.” Ree. 89c | Fore able handle Pruning Shears. 








$1.50. Extra special... - SSPRP e eemO 1.00 Wizard 


Fertilizer 
Now is the time to 








Pt Single 


























aie ° Fan pei F semad lawn. 
Trellis Shaped age ea 0c 
Painted ’ ata? Trellis Hy drated Be gg 
—— a — SL foot Fs R nee. 35c. 2 
are C| onto? ced. Reg. Extra Spec. C 
tT ES Si.00 | oe 
Double } syeet ew _— d ™ 
° oa . on 
i Trellis | Res 3 
8 ft, high, 30 in. | ' package... 5 C 
as wide, Special for viemes SS Wooden, Enameled 25-%. 

TT te eee eee BBG 22sec $1.75 
KENTUCKY BLUE GRASS SEED:...........00- ao s0 ose oe 
PAMGY Wis COOV ie BSIEDn 6 cs ccc veces cecsceon Ib. 60c 
SHADY LAWN GRASS SEED, Ib., 50c; 3 Ibs. for.......... $1.45 
oe Me oS re -Ib. 40c 


2 RBVNTI NGS..... 
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10 Minnesota Ave. 9624 Troost Ave...) 


into your ads, by better descriptions. 
Keep at it. Do some thinking on 
each item. See to it that there is a 
reason why a customer might want to 
buy it and advertise that reason. 
Incidentally, the consistent adver- 


tiser who has successfully established 
such a belief can advertise less ex- 
pensively than the occasional ad- 
vertiser, because each ad brings more 
sales per customer, which in turn 
makes the ad cost less per sale. 


33 





Fifty Thousand from Estates 


Ervien’s Annual Sales 


Elkins Park, Pa., dealer adds 


that amount to his regular 


volume. Read how he does it. 


By H. P. BRIDGES 


Five thousand a year or more is not an unusual figure for an individual estate to spend with Ervien’s of Eikins Park, Pa. 


STATES alone produce an an- 
EL nual volume of approximately 

$50,000 for Horace Ervien, 
Inc., of Elkins Park, Pa. Five thou- 
sand dollars worth of business or 
more in a year is not an unusual 
figure for an individual estate with 
purchases ranging all the way from 
grass seed and fertilizer to lawn 
mowers, house furnishings, paint, 
light bulbs and general hardware. 
One man spends practically all of 
his time contacting these important 
outlets and Manager G. B. Newcomb 
himself never loses an opportunity 
to do aggressive outside selling in 
this connection. 

Elkins Park is a prosperous Phila- 
delphia suburb and there are many 
fine estates in the neighborhood— 
estates so large and so impressive 
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that dealers less aggressive than 
these might hesitate at the thought 
of trying to win their trade through 
personal solicitation. And yet, Mr. 
Newcomb’s experience stands as liv- 
ing proof that it is not difficult to 
build a sizable and profitable busi- 
ness with the finest homes in a com- 
munity—not as difficult in fact as 
building the smaller trade if volume 
is considered. 


Who to See 


In going after this business, how- 
ever, it is important to know just 
who to see, for the dealer who sought 
to solicit trade from estate owners 
themselves might be sadly and sud- 
denly disillusioned as to the oppor- 
tunity in this field. Practically 


every estate of any size has someone 
in charge of it, and on most of them 
there are several whom it is im- 
portant to see. In the case of one 
particularly large estate, the Ervien 
store deals with ten separate people, 
each of whom runs his or her 
separate account which is billed and 
paid individually. They include 
four chauffeurs, the housekeeper, the 
man in charge of the grounds, the 
greenhouse man, the supervisor, the 
man in charge of building and re- 
pairs and a general account in the 
name of the owner. Each of these 
people with the exception of the 
owner is seen regularly and some 
splendid business has been the re- 
sult—business that, in the ordinary 
course of events, may have been scat- 
tered among half a dozen neighbor- 
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It is a matter of picking a sales- 
man who is a “plugger” and 
keeping at it 


ing stores or, worse still, the bulk of 
it done in the neighboring city of 
Philadelphia. Moreover, as in the 
case of most trade of this kind, pay- 
ments are invariably made when due. 

On the average estate, Mr. New- 
comb finds that the logical contacts 
are the supervisor or gardener. These 
men are readily approachable and, 
generally speaking, are glad to give 
their business to a concern which 
evidences its appreciation by con- 
tacting them at regular intervals and 
by going out of its way to render un- 
usual services. 

As a single instance of these serv- 
ices, the Ervien outside salesman re- 
cently found the manager of an es- 
tate greenhouse puzzling over the 
construction of an outfit to sterilize 
soil. He had drawn plans for a 
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costly steel or iron box in which 
the soil could be placed for cooking 
over a hot fire to remove bugs and 
other parasites. Nothing of just the 
right type or size seemed available 
and to make one on special order 
meant considerable money and time. 
Then Mr. Newcomb was brought into 
the picture and, within a day, had 
produced exactly what was needed 
and had done it at small cost. His 
“vat” was cleverly formed from half 
a boiler of the proper thickness, this 
having been finished for the purpose 
and equipped with pipe legs in the 
Ervien shop. 


They Come to Ervien’s for 
the Unusual 


Much of this store’s success in 
dealing with estates lies in the fact 
that customers are trained to come 
to Ervien’s for the unusual—and this 
insures getting a lion’s share of their 
regular trade as well. The soil 
sterilizer suggestion resulted in the 
ordering of a lot of specially made 
racks for holding plants—racks 
which were designed in collaboration 
with the greenhouse man and then 
produced in the Ervien shop. 

Following recent kidnappings 
some estates ordered iron frame work 
for windows. And now the salesman 
is suggesting this to his other cus- 
tomers with good results. 

“But,” warns Mr. Newcomb, “don’t 
get the idea that you can charge any 
old prices when dealing with homes 
of the well-to-do. Estates are gener- 
ally run on a decidedly business- 
like basis. Many of the larger orders 
for things such as fertilizer and seed 
are placed on a highly competitive 
basis and your price must be right. 
All things being equal or nearly so, 
however, the nearby dealer who has 
made it a rule to keep in close touch 
with those in charge will get the busi- 
ness. In some instances, the profit 
may not be large. Nevertheless, 
these big orders build big volume. 
They help us buy to better advantage 
and they pave the way for fill-in 
business of the most profitable sort.” 

In dealing with schools and coun- 
try clubs, the competition is even 
keener, but much the same statement 
might be made relative to it. While 
most of this business is done on a 
closer margin than that to estates, 
there is a profit to be had by the 
dealer who goes aggressively after 
the trade. Not only is there a direct 








profit on the orders themselves, but 
a secondary profit through the 
ability to purchase in larger quanti- 
ties and, consequently, at more fa- 
vorable prices. 

Among the most important items 
being sold at Ervien’s to schools and 
country clubs are janitorial equip- 
ment, seed, fertilizer, paper towels, 
paper cups, paint and even light 
bulbs. 

The salesman who calls on this 
trade is paid a straight salary. This 
has been found more satisfactory 
than a commission arrangement and 
gives the store greater control over 
his activities. Whereas the commis- 
sion salesman is apt to neglect some 
of the smaller but promising ac- 
counts or prospeets, it is easier to get 
a salaried man to devote the neces- 
sary time and attention to all of 
them. Persistence is a necessary 
virtue in landing this business and 
regular calls are an important part 
of the selling program. 

A complete lawn mower shop has 
proved a valuable adjunct to the 
Ervien store. This is equipped to do 
complete repair jobs on all types of 
mowers and handles an average of 
500 machines a year, many of them 
large power mowers. Particular at- 
tention has been devoted to getting 
machines in for repair during the 
winter as a means of keeping shop 
business at a good average level— 
and, thanks to the close outside con- 
tact with clubs and estates, this cam- 
paign has proved successful. Early 
in May of this year, for instance, 
more than 250 machines had already 
been repaired. This means that more 
than half a year’s “production” had 
been accounted for in the first four 
months of the year. Not only is the 
mower repair shop profitable in its 
own right, but it also serves to bring 
important new prospects within 
range of the store’s “heavy” selling 
artillery. 


No Secret About It— 


There is no big secret about get- 
ting the estate business. It is a mat- 
ter of picking the right type of sales- 
man—a “plugger”—and then keep- 
ing him plugging away. Practically 
every locality has its fine estates and, 
in fact, the really aggressive dealer 
will find it possible to solicit—and 
get—business from a wide radius. In 
fact, the more out of the way the 

(Continued on page 40) 











Would You Like to Know 
What This Woman Learned 


Dorothy Leib Murphy shopped forty- 


six stores in 


Illinois and her dis- 


coveries are contained in this com- 
plete report, just as she wrote it 


WAS selected recently to make a 
shopping survey of hardware 


stores. The report of this assign- 
ment I gave before the hardware dealers 
during their Convention held in the 
State Arsenal at Springfield, Illinois, 
January 3lst, February lst and 2nd. 
If 8 or 9 or 10 o’clock finds you each 
morning ready to greet the day’s cus- 
tomers—whether it’s hardware you sell 
or furniture—you may be interested in 
what appeals to the average woman 
shopper. 


I was allowed one dollar to make 
purchases of household articles in each 
store. But—I was to ask for and buy 
only a chore boy or chore girl unless 
some inducement was offered to make 
me spend more. 


43 Hardware and 3 
Chain Stores 


I visited 43 Hardware Stores and 3 
Chain Stores, allowing myself $46.00 
for purchases. You will be amazed to 
hear how little of the $46.00 I actually 
spent. And remember—I represented 
the average housewife—who enjoys 
shopping—and loves to spend money 
when she has it—And I had it! 

In my request for a‘Chore Girl was 
an opportunity for every sales person 
to use salesmanship! There are numer- 
ous kinds of scrapers—as I discovered 
after looking at them in forty-six stores! 
And every housewife needs not ONE, 
but several—in fact she should have an 
entire cleaning outfit! Besides the 
Chore Girl they could have brought 
forth aluminum cleaner and polish, as 
necessary in the home as the other. 
In that manner they could have each 
made a fair sale on cleaning items 
alone. 

Only ONE salesman in the forty-six 
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stores I visited saw that opportunity! 

In two of the forty-six stores they 
lacked sufficient sales people to take 
care of their trade—I tired of waiting 
and left. Out of the remaining forty- 
four stores visited—all of whom desire 
the housewives’ business—nine did not 
have Chore Girls—(a standard article) 

nor did they make any effort to sell 
me anything similar! 

Twenty-six of the forty-six sold me 
only a 10c scraper! In_ twenty-six 
stores I spent a total of $2.60 when I 
could have spent $26! 

I have numbered the stores in the 
order in which they were visited, and I 
will tell you of my_ impressions—of 
things I liked—and of things I did not 
like. 

Store No. 3 was a nicely arranged, 
large, clean store in a town of approxi- 
mately 12,000. A neatly dressed young 
woman showed me a large Chore Girl at 
25c (altho she had a 10c one) telling 
me that I would really like it better as 
it was easier to use than the smaller 
one--that it fits the hand better—and 
cleaned quicker as it covered a larger 
area. I was convinced that the 25c 
Chore Girl was the one I should have— 
so I bought it. At the time I thought: 
“Now there’s an idea! I'll tell them 
all to stock up with 25c Chore Girls and 
sell them (with a little sales talk) in- 
stead of the 10c ones.”—But, by the 
time J had purchased thirty or more 
Chore Girls—I was getting them that 
same size for a dime. Anyway, the girl 
who sold me the quarter one showed 
salesmanship. 


Another “Out’’ 


In Store No. 4 in that same town I 
had to wait three or four minutes until 
the clerk was at leisure. He did not have 
a Chore Boy but very kindly offered 
to get one for me in a neighboring city. 


















DOROTHY LEIB MURPHY 


That of course pleased me immensely! 
In Store No. 20, located in a city having 
a population of 77,000, the clerk told 
me that they had recently received a 
shipment of Chore Girls but had not 
had time to unpack them—so he pro- 
ceeded to show me another type of 
scraper—and quite affably talked of 
the storm of the previous night. But 
his friendliness did not overcome the 
fact that he had the article I wished 
but was unwilling to exert himself to 
get it. 

Now let’s visit a different kind of 
store—one such as none of you or your 
customers enjoy. Store No. 6 needed 
and probably still needs a good clean- 
ing. Receiving my change after pur- 
chasing a Chore Girl I began examin- 
ing some cooking forks and spoons 
which were in a large carton marked 
10c. While I stood there the clerk re- 
lighted the stub of a cigar and then 
returned to chat with a friend in the 
rear of the store. Deciding by this 
time that he wasn’t interested in selling 
the forks and spoons—and also because 
my hands were becoming dirty from 
handling them—TI became engrossed in 
some delightful jello molds. By this 
time I was anxious to be sold anything! 
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This clerk, who I believe is the owner, 
for no clerk would dare look so un- 
tidy, remained in the back. Having no 
one to urge me to buy I left with the 
90 cents change that I could have spent 
in his store! 

In Store No. 5 the clerk said they did 
not have a Chore Girl but he did have 
steel wool. Hoping he would display 
some salesmanship, I said “I’ve always 
heard it is so hard on one’s hands.” 
And to my amazement he agreed and 
he guessed it was! I could so easily 
have been convinced that steel wool 
was much more satisfactory than a 
Chore Girl as it cleaned and polished 
aluminum at the same time. 


On the Job 


In a town having a population of 
approximately 8000, I visited a fine 
hardware store. I was given undivided 
attention (even though another cus- 
tomer came in shortly after 1) with the 
result that I purchased a Chore Girl, 
a can opener and a cooky cutter. 

Store No. 8 also was an attractively 
arranged store. I bought a Magic Mit, 
instead of a Chore Girl, because a real 
friendly saleswoman convinced me that 
it was more effective as a cleaner, and 
a biscuit cutter which she showed me 
how to use. I'd be certain to go back 
if I lived near enough to do so! 

It was dark and so dreary looking in 
Store No. 9 in a town of 16,000. As 
he sells paints, I think it would be a 
good idea for him to set the example 
and—PAINT UP! The proprietor of 
this store has sufficient personality to 
sell much more than he does. Just for 
a change, I decided in this store to ask 
for something to clean aluminum and 
see if, in that way, I could induce more 
salesmanship. Among the merchandise 
brought forth was a can of aluminum 
powder which he proceeded to demon- 
strate by cleaning an aluminum lid. It 
was a bother, I know, but he didn’t 
seem to mind. Of course I purchased 
it, for it did clean beautifully. I would 
have, even if it hadn’t worked perfectly, 
because he was so courteous. After 
receiving my change, I nonchalantly 
stopped on my way to the door to ex- 
amine some Cedar Bags. ‘This pro- 
prietor was still giving me every atten- 
tion. After telling me how effective 
they were, he related that he had taken 
several home not long ago for his wife 
to place under the cushions in the 
davenport and—the other night—in at- 
tempting to retrieve something which 
had fallen behind a cushion—he found 
his wife had forgotten to remove the 
cellophane wrappings from the bags 
of cedar. We laughed over the incident 
and I’m not sure whether it really 
happened or whether it was just his 
way of tactfully telling me to remove 
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the cellophane! Anyway, I purchased 
two of the Cedar Bags! 

In another store in that same city | 
was enthused over the nicest ice pick 
with a round green handle which 
fit into a green metal holder to hang 
on the wall. I was anxious to agree 
with the clerk that I should have it but 
he failed to tell me so! As far as he 
was concerned, the sale was closed 
when he gave me my change from the 
Chore Girl. 

This occurred in still another store 
in that city. I purchased the Chore 
Girl and on the way out stopped to 
look at an aluminum article. The 
clerk immediately came up and ex- 
plained that it was used to hold 
the coffee when you wished to enter- 
tain large numbers and were obliged 
to make the coffee in a kettle. One 
was to use this aluminum container in- 
stead of the usual bag. I thought that 
sounded great—so I purchased it—and 
realized later that it would hardly pro- 
vide coffee for a very large crowd as 
it would not hold even as much coffee 
as an ordinary sized percolator! This 
only goes to show how easily a woman 
can be sold—and how susceptible I was 
to the’slightest effort of salesmanship! 

There were two hardware stores in 
this town of a little over a thousand. 
In one I purchased a Chore Girl and 
the nicest looking pair of working 
gloves—dandy for doing honest-to- 
goodness work—and two mouse traps 
because the clerk so very kindly showed 
me just how to bait them so I wouldn’t 
catch my fingers. 


Shuts the Door to Trade 


In the other store I had great dif- 
ficulty in opening the door. You see- 
they had forgotten to unlock it, altho 
it was then five o’clock in the after- 
noon! Of course, I'll be fair and ad- 
mit that this small store has two doors, 
and the other door must have been un- 
locked but the one I tried should have 
been open also, as anyone was likely to 
choose the entrance I did. I bought 
the Chore Girl but could not be inter- 
ested in anything else as it was so dark 
I couldn’t see clearly. The clerk was 
forced to turn on the light to get my 
90c change and then immediately 
switched it off again before I could 
leave the store. Perhaps he was afraid 
I'd see something and buy it! 

Finally, in the largest city, I visited 
Store No. 21, I was shown a SPECIAL! 
The shock was almost too much for 
me! First, I requested a Chore Girl 
and received it. Then being told that 
a Mystic Mit was indispensible for 
cleaning the lavatory, I purchased it. 
Next I was sold a pie crimper and then 
—a SPECIAL—of three Wear Ever 


aluminum pans in graduated sizes, for 


$1.50. I realize 1 went sort of “wild” 
in spending $1.80 in one store, but I 
feel certain you would too, if you had 
been sold nothing but Chore Girls in 
as many stores as I had. 

Here’s another store located in that 
same city. Although the day was bright 
with sunshine, the store seemed un- 
usually dark. A young man of per- 
haps 22 took my order of a Chore Girl 
and after receiving my 90c change | 
stood for at least three minutes exam- 
ining a pastry blender which I would 
gladly have purchased had he told me 
how it improved pie crust! That he 
did not do, although he stood only a 
few feet away idly watching me. This 
pastry blender was marked 50c and I 
later purchased the same article in a 
store where I did receive attention for 
15e. 


Sends Them to the 5 and 10 


A Chore Girl was unheard of to the 
man who waited on me in the store 
located in a town of about 7000. He 
finally brought out stove polish say- 
ing that might be what I had in mind. 
Knowing he would see me enter the 
next hardware store as it was directly 
across the street, I said, “I can prob- 
ably get it over there.” To my amaze- 
ment he replied, “No, I don’t think they 
have it—but I KNOW you'll find it 
just around the corner in the Ten Cent 
Store.” I insisted, “Well, I'll try across 
the street first” and he again told me 
he doubted if they’d have it—I'd better 
try the Ten Cent Store. 

In Store 25 they showed me S. O. S. 
instead of a Chore Girl, telling me that 
it was really more effective in cleaning 
aluminum. I told him I had always 
thought it rough on hands but as he 
assured me I was mistaken I purchased 
it. 

In a small town of only about 900 the 
proprietor said he was “just waiting 
until conditions get better.” I re- 
ceived a Chore Girl that was dark with 
age and when I presented my dollar bill 
in payment he looked rather dubious 
and mumbled something about “not 
being sure he had change.” Guess he 
never thought of selling me something 
else so he wouldn’t have to give me 
back so much change. 

Store No. 33 was sort of a general 
store. I purchased a Chore Girl and 
stopped to look at some very unat- 
tractive, soiled bath towels which were 
hanging by a string at the front of the 
store. The clerk, who was probably 
the owner, offered no comment. Then 
I looked at some chamois—also hang- 
ing up. Finally in exasperation I said, 
“That’s a pretty good value!” and he 
said, “Yes.”—without any enthusiasm 
whatsoever—and without a word more. 
I couldn’t find the name of that store. 
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I looked on the outside, the inside, and 
the wrapping on the Chore Girl. But, 
as Shakespeare said—‘“What’s in a 
name?” 

Store No. 36 located in a city having 
a population of 58,000 is a beautiful 
store—probably one of the nicest in 
the state. An unusual window display 
was attracting considerable attention. 
The interior was attractively arranged. 
I was told by a young man seeming to 
have all the requisites of a perfect 
salesman that I would find a Chore 
Girl in another department. A lady 
of perhaps 35 came up immediately as 
I entered. I asked for a Chore Boy. 
First she showed me a Chore Girl. 
Then a Mystic Mit—then some other 
kind of a scraper and (as I “in- 
sisted” on a “Chore Boy,” knowing 
they would have it in a store like 
that and thinking she should know 
her merchandise better)—she finally 
bought out a Chore Boy from un- 
der the counter. After receiving 
my change I looked at two or three 
different articles—picking them up and 
handling them—but she paid no atten- 
tion whatsoever. And before I left the 
department she had returned to a maga- 
zine which she had been reading when 
I entered. Of course the magazine 
might have been on HARDWARE and 
again it might not—but of one thing I 
am certain, the article she was reading 
could not have been on the promotion 
of sales! 


A Pleasure to Buy 


Store No. 37 in that same city is a 
nicely arranged, well lighted store. 
The owner was affable and anxious to 
please. I asked for a Chore Girl and 
as he explained that they were priced 
2 for 15c I bought 2, only having about 
25 of them by that time! Then I saw 
a pastry blender which I had wished to 
purchase in another store. This pro- 
prietor immediately told me how pro- 
ficient it was; so I purchased it and he 
very kindly offered to wrap my two 
purchases together. Next I picked up 
a plate scraper, and, imagine! he was 
still giving me undivided attention, so I 
purchased it. And he again offered to 
wrap my three purchases together. I 
believe that had I stayed there all day 
buying 10c articles he would have con- 
tinued to be just as courteous! He cer- 
tainly deserved 4 stars for courtesy! 

In Store No. 38 in a very small town 
I purchased a Chore Boy—3 dish cloths 
and a dandy jar tightener and loosener 
which was demonstrated. This pro- 
prietor was the only one who asked if 
I was from out of town. 

Store No. 41 is an unusually attrac- 
tive store both inside and out. It is 
located in a city having a population of 
about 30,000. I purchased a Chore 
Girl and looked at several other articles 
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but the clerk’s manner was so lacka- 
daisical that I couldn’t get up the re- 
quired enthusiasm to purchase anything 
else. When one article suggests 
another, why, oh why, aren’t clerks 
quick enough to think of it themselves? 

In Store No. 42 I walked in—all 
around—and out without being asked 
my errand. 

Still visiting in this town of 30,000 I 
stopped in a large store which was 
submitting graciously to a house clean- 
ing. The clerk joked about the paper 
hat which he was wearing to keep the 
dust from his hair. Even though he 
must have wished to return to his 
cleaning he gave me every attention 
with the result that I purchased a 
Lightning Mixer after buying the cus- 
tomary Chore Girl. 


The Chain Store 


And now—because I feel it will be of 
interest to you—I will tell of my ex- 
periences in 3 Chain Stores. In the 
first I picked up and examined, I do 
believe, their entire kitchen utensil de- 
partment without receiving any atten- 
tion. Need I tell you I left without 
buying a Chore Girl? 

In the second Chain Store I stood 
waiting for several minutes and this 
is the half-hearted sales talk which 
was supposed to make me buy a sub- 
stituted article. I inquired if this 
article was as good as a Chore Girl, 
as he had offered me no information. 
And he said he “s’posed so.” Pretty 
soon he said, “Took one home to my 
wife.” I waited and when he didn’t 
say anything else, I said, “Well, did 
she like it?” and he answered, “Never 
said she didn’t.” 

In the third Chain Store the girl 
clerk sold me a scraper with a handle. 
Underneath the handle was a cello- 
phane piece to protect the fingers. 
Something new! But she couldn’t pos- 
sibly see that I was interested in a small 
waffle iron for she had to dash to three 
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The question is—which, 
if any, of these stores 
seems like your own. Will 
you take steps NOW to 
improve your service to 
your customers? 


different counters to wait on customers. 
One minute she was selling hats and 
the next a shaving brush. 

Instead of spending $46 in 46 stores 
I spent only $7.61—and $1.80 of that 
was spent in one store—the only one 
showing me a special. That leaves 
only $5.81 that I spent in visiting 45 
stores—averaging 12c in each store. 
I'll wager you didn’t think it possible 
for a woman to spend so little. Neither 
did I! Goodness knows I wanted to 
spend more! I always did love to shop 
—and to do so with some one else’s 
money. I expected to have the time of 
my life! I did enjoy this assignment 
immensely, but was disappointed that 
I didn’t get to spend more money! I 
think you will agree that in visiting 
46 stores I am able to give a clear idea 
of the way a woman is impressed by the 
hardware store. What I regard as par- 
ticularly regrettable was the _half- 
hearted interest and absolute lack of 
enthusiasm I -encountered in so many 
places. Be enthusiastic about every- 
thing you sell—even if it’s only a pie 
crimper or a cooky cutter. Remember 
—Enthusiasm is contagious! Another 
thing—you must have a knowledge of 
what you are trying to sell. Test it 
to a reasonable extent. I became so 
provoked at salesmen telling me that 
they “s’posed it worked” and “s’posed 
it was good.” I felt like telling them in 
some instances that I knew it worked 
and I knew it was good! And I wasn’t 
in the hardware business either. 

Much of the power of selling to 
women lies in the subtle appeal to the 
imagination. Human-interest appeals, 
always have a real place when they 
run true to life. 


Women Like Specials 


And regarding Specials—I heartily 
approve of Specials. They always at- 
tract thé women, for every woman 
loves a bargain. To a woman a special 
is a bargain in capital letters. Have 
weekly specials. If only a spatula or 
a couple of mouse traps—advertise 
them any way you wish—but have 
them. That will get the women in the 
habit of coming into your store. Once 
there, show them every courtesy, every 
attention. Try to appear personally 
interested in everything they need. 
Escort them to the door, for besides 
pleasing them it gives you the oppor- 
tunity to point out the newest electric 
washer or waffle iron—or the special, 
as you pass. These, of course, are ar- 
ranged in advance so that you pass 
them on your way to the door. 

Each one entering your store. today, 
and every day, is a prospect, not 
merely for a 10c article, but for a $1 
or $2 or $50 purchase. The amount 
they spend in your store 9 times out 
of 10 is entirely up to you. 
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Display! The Reason for 





ACK in the “bad old days” of 
1927-28 and 29, the customer 
burst into your store with a 
bulging pocketbook and a blindfold 
over his eyes. He bought with utter 
abandon, for those were the days of 
plenty (plenty of overbuying and in- 
sane salesmanship). Today, the cus- 
tomer is a wiser man. He enters 
your store in the same manner, how- 
ever, his eyes are bulging and his 
pocketbook is blindfolded. It takes 
a little more salesmanship, better 
displays, better merchandise for the 
money, to make Mr. Customer loosen 
up. 

We believe as long as we keep his 
eyes bulging, Mr. Customer is a good 
prospect and here is the way we do 
it. When he enters our west door 
he is confronted with one of the 
finest displays of Hardware and 
Builders’ Supplies in the State of 
Oklahoma. He finds every item con- 
veniently and attractively located on 
all-steel wall fixtures with each wall 
panel distinguished by a_ bright 
orange felt background. Display 
samples of all tools, bolts, screws, 
lamp supplies, etc., are uniformly 
mounted, each plainly and _ neatly 
tagged for price and size. We utilize 
both the front and back of door 
panels, by placing large items on the 
outside and smaller items on the in- 
side. 


Display Methods 


Opening these panel doors you 
find stock in steel drawers, numbered 
to correspond with like item on 
panel. Our reserve stock is arranged 
on steel shelving immediately back 
of our front display panels. 

On open top tables lined parallel 
with these back panel displays, we 
have arranged items that are too 
large to mount on panels, such items 
that require rearranging according to 
season. For instance, Mr. Customer 
asks for an oil stove wick and we 
immediately take him to a table 
showing wicks, mantles, burners, 
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tanks, stove parts. connections, 
chimneys, etc.—an excellent cue for 
suggestive selling. 

In our Sports Department the same 
color scheme of orange panels is 
used. Guns, leather goods, golf clubs 
and fishing supplies are prominently 
displayed in convenient group- 
ings. We believe in utilizing all 
available ledge space. A narrow 
ledge above our Sports Department 
allows ample space for small wheel 


Oklahoma Store’s Success 


goods, doll furniture, mounted ani- 
mals and birds and other display 
material. Around a railing we have 
draped very inexpensive orange cloth 
using cutout letters in blue, which 
read “Headquarters for Sportsmen.” 
Standing beside these letters are ac- 
tion cutouts of baseball, golf, basket- 
ball and football figures, made from 
beaver board and painted in show- 
card paint. These figures are six 
feet tall but are very inexpensive to 
make and add a great deal tp the 
atmosphere of a Sports Department. 

Our Houseware and China displays 
are arranged on open top steel tables 
with the exception of our better 
china patterns, glassware, pottery 
and lamps. These items are ar- 
ranged on glass wall shelving backed 
with mirrors which allows more in- 
teresting lighting effects and more 
adequate display space. 

We would like to make this sug- 
gestion for stores that are confronted 
with the unsightly problem of many 


This beautiful hardware store is located in Enid, Okla., a town of arproximately 
27,000 population. Window displays used by this store are reproduced on 
pages 30 and 31 
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Opening the panel doors we find a stock of steel drawers numbered to corre- 


spond with a like item on the panel. 


. 
posts and a bare expanse of high 
ceiling. For less than $7.00 we pur- 
chased from a local floral firm 
enough prepared oak sprays to deco- 
rate the front and back of each post. 
These leaves were sprayed with 
orange, yellow and red showcard 
paint for winter use and with light 
green paint for spring and summer. 
On the opposite sides of the posts we 
constructed modernistic wing panels 
from Masonite and painted them 
silver and black. This combination 


The reserve stock is back of the panels. 


very pleasantly and economically 
cuts down a high ceiling and adds 
very effectively to seasonable decora- 
tions. 

Hardware and Sporting Goods 
windows (see page 30) have proved 
to be very practical for official spring 
openings, both from attractiveness 
and selling ability. We keep the 
customer interested by new and 
snappy displays, constant attention 
to merchandise arrangement and 
keeping seasonable items before him 





Fifty Thousand Annually from 


Estates Ervien’s Sales 7 


(Continued from page 35) 


store, the more important outside 
merchandising of this sort becomes. 
And, for the store that is well located 
and well known, it offers the logical 
means of taking full advantage of 
this prestige. 

The Ervien store has been going 
aggressively after the outside busi- 
ness for almost thirteen years. 

“As for starting,” said Mr. New- 
comb when asked to describe how 
it was done for the benefit of other 
dealers to whom a similar opportu- 
nity is open, “we just decided to go 
out and do it—and did. We figured 
we were missing a real bet by wait- 
ing for all of this trade to come to 
us, only to find later that it didn’t 
come. 
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“As I see it, the big secret about 
getting this business isn’t so much in 
the method as in the dealer’s rousing 
himself to a point of doing some- 
thing about the -opportunity, and 
doing it on a steady, consistent basis. 
Plugging is of the utmost importance. 
It won’t do to be easily discouraged 
and you won't build much of a 
volume if you permit the salesman 
to give an estate up as a poor pros- 
pect after three or four unsatisfac- 
tory calls. Each name on our list is 
seen on an average of once every two 
or three weeks and seldom indeed is 
a name marked off as hopeless. 

“This is a case where persistence 
is of far greater importance than 
mere high pressure salesmanship.” 


It is well to choose a salesman 
who is thoroughly familiar with all 
of the merchandise he will be ex- 
pected to sell. Preferably select a 
man with extensive store training. 
Then give him the fullest coopera- 
tion in every detail of his work. At 
best, his job will not be an especially 
easy one. He will get many strange 
requests and be called on to render 
many services which might easily be 
regarded as annoyances back at the 
store unless the entire organization 
is imbued with the idea of backing 
him to the limit. Remember, that 
the ability or willingness to render 
these unusual services is very often 
the determining factor in obtaining 
worthwhile accounts. 

When outside selling was started 
at Ervien’s, a complete list was made 
of all prospects and this was gradu- 
ally supplemented with the names of 
the individuals to see. Calls are 
recorded on this list as well as busi- 
ness received. 


The Prospect Cards 


A set of 3 in. by 5 in. cards filed 
alphabetically is probably the best 
means of keeping the list in the aver- 
age store. These allow ample room 
for names and comment by the sales- 
man and the more care he puts into 
their preparation, the greater their 
value to both the store and him. 
Then, too, if he should become ill or 
leave, it isn’t so difficult for a new 
man to step into his place if he has 
the cards to rely upon for essential 
information. 

In preparing the list in the first 
place, the dealer can rely to a large 
extent on his knowledge of his own 
locality. But don’t let it go at that. 
Check through ’phone books and city 
directories for additional names and 
even make personal inquiry concern- 
ing the owners of individual estates 
wherever this may be necessary. 

“And then,” reiterates Mr. New- 
comb, “after you have a good man 
and a list that is as complete as you 
can make it, keep plugging. There 
probably won’t be any great rush 
of business at the outset, but that is 
as it should be. If outside selling 
were as easy as all that, everyone 
would be doing it. But it isn’t. It 
is a matter of slow, steady growth. 
And the opportunity is a big one for 
the dealer who has the foresight and 
persistence to cash in on it over a 
period of time.” 
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Bust Among Ourselves 


ARDWARE men are certainly 

interested in the report that 

J. F. Grimes will develop an 
Independent Hardware Alliance 
(I.H.A.) along the same lines as his 
grocery, drug and automotive groups. 
Many readers have asked us for 
further information. At present there 
is none. All of the available facts 
have been published in the past two 
issues of HaRDWARE Acre. As new 
developments occur they will be re- 
ported in the same way. Anyone 
who has not read the two previous 
comments on this subject may refer 
to the past two issues or drop me a 
line requesting clippings which will 
be sent promptly. 
HA 








With the government’s reforesta- 
tion program getting under way there 
will be a huge demand for shovels, 
wheelbarrows, picks, axes, hammers, 
wire, fencing and many other com- 
mon hardware items. Naturally there 
will be a real scramble for this large 
volume business. It is doubtful if 
retailers can expect to obtain more 
than replacement pick-up require- 
ments that will follow actual opera- 
tions in the several camps. Dealers 
in the areas where camps are located 
should certainly investigate the trade 
possibilities and become acquainted 
with those who will handle the pur- 
chasing details. The original equip- 
ment will as usual be obtained 
through Federal purchasing agents 
probably on the “sealed bid” basis. 
The government’s drastic need for 
economy will necessitate very low 
competitive bids, largely direct from 
manufacturers and the larger whole- 
salers. At that, it will be a step to- 
ward recovery for the hardware in- 
dustry, helping factory employment. 
Every demand for equipment from 
this source represents newly created 
business. There is also the definite 
patriotic angle as well as the eco- 
nomic phase which requires the gov- 
ernment to purchase materials at the 
lowest possible cost. Instead of 
complaining about not getting the 
utiginal supply orders it will be 
better for retail hardware merchants 
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(if in reforestation areas) to seek 
available pick-up business and the 
replacement volume which is also 
newly created business. From the 
very broad angle, any plan taking 
half a million men off the streets for 
useful employment must help all 
business—and that is our common 
objective today. 

HA 
FEW weeks ago Edward R. 
Grier sent me a copy of his 

book “The Depression As It Appears 

to a Business Man.” I have read it 
with great interest. The author 
stresses: “that the chief hindrance 
to recovery from the depression is 
the low price of commodities; that 
the appreciation in the price of gold 
was one of the initial and very in- 
fluential factors in bringing down the 
price of commodities and that the 
effect of this commodity decline led 
to the curtailment of credit, which 
then played a further large part in 
bringing down, but especially in 
keeping down, the price of com- 
modities.”. The book is a thorough 
study of money. In the light of 
President Roosevelt’s recent move 
to protect the American dollar from 
further disadvantage in the foreign 
exchange situation it is particularly 
timely reading. Mr. Grier is chair- 
man of The Arrow-Hart & Hegeman 

Electric Co., Hartford, Conn., and 

is prepared to furnish a few copies 

of his book at nominal cost. 








HA 
The perennial Capper-Kelly Bill 


is brought to mind by a recent press 
release from Edmond A. Whittier. 
He is 
American Fair Trade Association, 
long a sponsor of favorable publicity 
on this project. Says he: “Forthright 
in language and stripped of unneces- 
sary details which have furnished 
the chief bases of opposition argu- 
ments, the new measure is a frank 
avowal of intent to correct confusion 
in judicial interpretation of present 
law and thereby to restore honest 








secretary-treasurer of the 


competitive conditions in the dis- 
tribution of branded products.” 
Well, that sounds very well, but 
until I have a chance to carefully 
read the new text and obtain un- 
biased legal opinion my fingers stay 
crossed. Representative Kelly and 
Senator Capper deserve medals for 
their endurance in fostering price 
maintenance legislation. But to be 
of any service to the independent 
merchant such a law must very 
specifically permit the manufacturer 
to contract on the price the con- 
sumer pays no matter how many 
factors there are between the two 
extremes in distribution. If the re- 
sale agreement can only be made 
for one transaction beyond the one 
involving contracting parties and re- 
maining resale agreements are op- 
tional the law is futile. Remember 
this point and study the text of the 
law before you decide to again en- 
dorse the proposed measure. There 
will be more on this subject later, 
although, frankly, reports from 
Washington do not encourage the 
belief that the Capper-Kelly Bill will 


have a hearing in this Congress. 
HA 


M. QUIRT finds a_ modest 

circulating library helps bring 
store traffic to the Quirt Hardware 
Co in Hawley, Minn. He bought 
about 100 books which he rents at 
2 cents a day, the minimum charge 
being 7 cents per book. In three 
months the books paid for them- 
selves. Each ‘book has a record card 
on which is entered the customers 
name, and address and the dates the 
book is taken and returned. The 
Quirt library is very popular with 
both sexes of all ages. In fact the 
competing hardware merchant in 
that town of 1000 is one of the 
library’s steadiest customers. Every 
week Mr. Quirt plugs hard for sales 
lor two 








on some good value item. 
weeks he worked on lubricating oil 
in two gallon cans at $1. He invites 
each customer to try a can and told 
him of a nearby neighbor who was 
using this oil with satisfaction. He 
sold a lot of oil. 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s ue Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











April 25, 1933 


HE better activity now prevail- 

ing is recognized as chiefly sea- 

sonable, but is none the less wel- 
come. The confused and partly specu- 
lative operations which immediately 
followed the ending of the bank holi- 
day have given place this month to a 
conservative steadier buying. While 
there has been some gain in the heavy 
industries, the chief evidence of im- 
proved business has been a quickening 
of trade in consumer goods. A new 
confidence seems to have loosened the 
public’s purse strings, and the people 
evidently feel better. 

One of the best indicators of con- 
sumer demand—the report of the Fed- 
eral Reserve Board on department store 
sales for March. proved much better 
than was expected, in view of the un- 
precedented handicaps of the mora- 
torium period. The drop from March, 
1932, for the country as a whole, was 
only 27 per cent, the losses ranging 
from 21 to 33 per cent in various areas. 
Sales for the entire first quarter were 
25 per cent under the corresponding 
period of 1932. 

Retailers in hardware, clothing and 
most direct-consumption lines have 
conducted their spring selling on 
closely pruned stocks, and will un- 
doubtedly wind up the season with the 
smallest spring carry-over in many 
years. 


Hardware Prices and News 


The general line of ammunition is 
being sold at about the same prices as 
those of last fall, but when the 1933 
basis was figured, the manufacturers 
made leaders of .22 shorts, trap loads 
and skeet loads. Effective April 15th, 
all of these items were put back into 
line, which is equivalent to advances 
averaging about 25 per cent. 
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Leading makers have notified their 
distributors of an intended advance, 
effective May Ist, on standard galvan- 
ized tubs and pails. The increase is 
expected to be about five per cent. 

Two major lines in the hardware 
merchant’s. stock, on which firmer 
prices have been recently sponsored by 
the manufacturers, have received a set- 
back through the issuing of sharp re- 
ductions by one of the leading mail- 
order houses, in a supplemental interim 
catalog, which is being circulated this 
month. 

Steel wire screen cloth, recently 
raised ten cents per hundred square 
feet by all makers, is quoted five cents 
lower by this “supplement” both on 
black and on galvanized. On the staple 
twelve mesh black cloth the reduced 
mail-order price ($1.70 basis) exactly 
matches the latest current retailer cost 
on all leading brands. Bronze cloth 
is quoted by the same mail-order house 
at 25 cents (or five per cent) lower 
than their opening basis for the sea- 
son. 

Another line seriously affected by 
the same mail-order “supplement” is 
asphalt roll roofing. Here, too, manu- 
facturers’ prices had recently been 
steadied by the withdrawal of price 
concessions prevalent earlier in the 
year, but the new mail-order “teaders” 
on the best selling slate-surfaced rolls 
have now been marked down almost to 
the cost the retailer must now pay, un- 
less he can buy in straight carloads. 
The hardware merchant will await, 
with urgent interest, the effect of this 
competition upon’ general roofing 
values. 

Rumors of a possible advance on au- 
tomobile tires are given color by the ac- 
tion of the crude rubber market. New 
highs for the year were recorded in 
New York futures in fairly liberal sales 
on April 13th. Fear of further restric- 
tion of production seems to have been 
the chief factor in this rather specula- 
tive movement. 

List prices on Eveready Prestone 
have been radically reduced for the 
1933-1934 season. The new list on 1% 
gallon, 1 gallon, and 14% gallon con- 
tainers is $2.95 as compared with a 
former list of $4.45. The new list price 
on 1% gallon containers is $3.00 per 
gallon. 


Linseed oil has been advancing re- 
cently, and many buyers- have placed 
orders for later delivery, feeling there 
is a possibility of still higher prices. 
This firmness is probably one reason 
for the report from wholesalers of an 
improved demand for paint. The signs 
would indicate the possibility of a sea- 
son of better volume than last year. 
The shellac market is very unsettled 
and extremely low prices are being 
offered, so much so that certain whole- 
salers are recommending purchases 
ahead. 

The market on cold water dry paste 
has advanced sharply, due, it is said, 
to the demand of the breweries for 
grain. Dealers still able to buy at for- 
mer prices can probably effect a saving 
thereby- 

Electrical departments have been 
notified of a decline of about 121% per 
cent on rigid steel conduit, in sympathy 
with the recent mark-down on steel 
pipe. BX armored flexible cable has 
recently been reduced about 15 per 
cent. 

Manufacturers have increased prices 
te wholesalers on bathroom closet com- 
binations about 25 per cent. Hinges 
and butts have taken a general advance 
of from five to ten per cent. The gen- 
eral demand for builders hardware is 
reported better by leading jobbers. 

On cotton filter discs, although cot- 
ton has been stiffening in price, con- 
siderable price cutting has been in evi- 
dence. Manufacturers are announcing 
still lower prices in an effort to hold 
and improve business. 

Nineteen thirty-three prices on sisal 
binder twine have just been announced 
by the International Harvester Com- 
pany, followed by other producers. 
Prices have been marked down one- 
half cent per pound—or 25 cents per 
50 pound bale—from the very low 
basis set for the 1932 season. This 
move is directly contrary to the cost 
trend of s‘sal fiber, which has been ad- 
vancing during the past winter. 

As a consequence, the new binder 
twine prices are reported by most mak- 
ers as below cost, and are accounted 
for only as a retaliation against foreign 
manufacturers. It is hoped the effect 
will be to make the American market 
completely uninteresting to foreign pro- 
ducers. 
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Improvement In Basic Lines 


In support of improved sentiment, 
commodity prices are still very strong, 
and operations in basic industries now 
show signs of expansion. The uncer- 
tainties of legislative action, and in 
particular the doubts concerning the 
fact or extent of credit expansion or 
currency inflation, may be acting as a 
brake upon this betterment, but they 
are not stopping it. In fact, the prom- 
ise of further action from Washington, 
even along new and untried paths, does 
not appear to be having a very disturb- 
ing effect in business quarters. Rising 
commodity prices recently have been 
ascribed to talk of inflation, but could 
be interpreted almost as reasonably, as 
due to really improved demand. 

Wheat and other grains led the com- 
modity price advances of the pre-Easter 
week. Cotton goods were higher, par- 
ticularly toward the close. In Dun’s 
listings the only real weakness found 
was in hides. This index (Dun and 
Bradstreet) sharply reversed its trend 
and recorded 29 advances against 19 
declines. In the previous week the com- 
parison was 23 gains and 27 losses. 

The steady advance in commodity 
prices since the end of the bank holiday 
las added hundreds of millions of dol- 
lars to the purchasing power of farm- 
ers and other producers all over the 
nation. According to one compilation, 
the commodity price average at the 
close of the markets on April 13th was 
about 11 per cent above the, level on 


March 3rd. 


Betterment in Steel 


The steel business, long stagnant, 
has begun to show a rather sharp re- 
bound. During the past week output 
has been stepped up to about 23 per 
cent of capacity, with best improvement 
reported in the Chicago district. Along 
with this increase in production, prices 
have steadied, and some have increased. 
Automobile plants have expanded their 
schedules. In fact, steel buying was 
reported from virtually all lines except 
the building industry, with some rail- 
roads placing their first orders in many 
months. 

On April 17th, the leading steel com- 
panies advanced galvanized sheets 
$2.00 per ton, making the new carload 
base price at Pittsburgh $2.70 per 100 
lb. This advance on sheet steel is 
the first since last September, when 
mills, anxious to move an accumulation 
of sheets, shaded prices as much as 
$5.00 a ton. Pig iron and scrap prices 
have been advanced 50 cents a ton on 
all grades to new high levels since 
February, 1932. ; 

The American Can Company has in- 
creased production 30 per cent to 
nearly full capacity at its New Castle 
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(Pa.) plant, where a night force 
has been added. The neighboring tin 
plate mills of the American Steel and 
Tin Plate Company likewise have in- 
creased operations. 


Non-Ferrous Metals Rise 


Copper prices are up again, to 5% 
cents base New York, after the post- 
moratorium drop to five cents. 

On April llth an advance of 25 
cents per 100 lb. in pig lead was put 
into effect by the principal producers, 
reaching a basis of $3.1214% St. Louis 
and $3.25 New York. 

Tin, always very susceptible to 
fluctuations in international exchange, 
has been climbing rather steadily in 
price. Its rise was about ten per cent 
during the past month. 


Rail Traffic Maintained 


The official report on car loadings 
for the week ended April 8th showed a 
drop of 7292 cars, practically all, how- 
ever, accounted for by the seasonal 
decline in shipments of coal and coke. 
Loadings of less than carload freight, 
of miscellaneous lines, and of live stock, 
showed small gains over the preceding 
week. Moody’s car loadings index 
stood at 51.9 for the week—exactly the 
same as for the preceding week and 
more than 10 per cent better than a 
month ago. 


Farm Products and Prices 


Production of this year’s winter 
wheat crop, announced April 10th by 


the department of agriculture, was in- 
dicated as 334,087,000 bushels, the 
smallest crop since 1904. This com- 
pared, for example, with 462,151,000 
bushels produced last year. Since that 
announcement, and following upon a 
further flood of damage reports, wheat 
prices last week reached new highs for 
the season, touching 65% cents on April 
18th. Seldom has the market received 
such pessimistic reports on the outlook 
for the new crop as were made last 
week. Fields in Kansas and Nebraska, 
which section was regarded as in good 
condition, were being plowed up as 
not worth harvesting. 

Advances in prices of all groups of 
agricultural commodities except dairy 
and poultry products raised the index 
of the general level of prices paid 
farmers one point during the month 
which ended March 15th. As a result 
farm prices stood at exactly 50 per cent 
of the pre-war levels in mid-March, but 
eleven points under March, 1932. The 
farmer gained some advantage in a 
drop of one point, during the month, 
in the prices of materials he buys. 

In sympathy with grain crop news, 
dairy and poultry prices have recently 
strengthened. Butter was at the year’s 
high mark on April 18th. Growers of 
barley and hops are facing a continued 
active demand for their products at 
profitable prices as the result of the 
legalizing of the sale of beer. Hops 
have advanced 200 per cent in price 
from last year’s low and growers are 
making good profits at the current quo- 
tations. 





A Sample Case on Wheels 


Electric refrigerators, ranges, washing 
machines and other home appliances are 
transported and displayed at the door of 
Westinghouse dealers in the special truck 
shown here. Special truck bodies on 
Dodge chassis have become combination 
display rooms and sample cases on wheels. 
for the Westinghouse Electric Supply Co. 
The Expando body has the property of ex- 
panding its sides and top so that it can 
accommodate not only a large number of 
appliances, but has room, when needed 


for display purposes, for a considerable p> 


number of people. When in transit, the 
top and sides, fit snugly down, so that the 
body is not larger than ordinary truck. 

The first of these motorized sample 
cases contained: two electric ranges, two 
washers, ironer, two vacuum cleaners, a 
refrigerator, and a complete line of 
smaller home appliances. The display has 
been so arranged that new and _ season- 
able items will be included as_ such 
changes are made in the Westinghouse 
home appliance line. 


Although primarily for the purpose of 
carrying a complete line of merchandise 
to dealers the possibility of holding sales 
clinics with dealer retail salesmen is one 
important consideration. The Westing- 
house motorized display will be taken to 
various sections of cities, where prospec- 
tive purchasers, may view and handle the 
actual merchandise. Illustration shows the 
truck prepared for transportation, with top 


and sides closed down. 
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EDW. K. TRYON CO. PURCHASES MERCHANDISE 
OF SIMMONS HARDWARE CO. OF PHILADELPHIA 


Edw. K. Tryon Co., 817 Arch 
St., Philadelphia, Pa., wholesale 
distributors of firearms and 
sporting goods, has purchased 
the merchandise of the Simmons 
Hardware Co. of Philadelphia, a 
subsidiary of the Associated Sim- 
mons Hardware Companies of 
St. Louis, Mo. 

The merchandise will all be 
conveyed from the Simmons 
warehouses to the Tryon ware- 
houses at 817 Arch St. E. W. 
Heymann, former manager of the 
Philadelphia Simmons Co., and 
some of the key men of his or- 
ganization have joined the staff 
of the Tryon company. Mr. Hey- 
mann will continue as manager 
of the hardware department. The 
Tryon organization has also re- 
tained a number 
traveling salesmen. 


of Simmons’ 


The Simmons 
has arranged for the Tryon com- 
pany to act as_ distributing 
agents for Keen Kutter 
to the retail trade in the states 
where it plans to sell hardware: 
New England States, New York, 
Pennsylvania, New Jersey, Dela- 


ge rods 


ware, Maryland, Virginia and 
North Carolina. 
There is no financial connec- 


tion between the Tryon company 
and the Simmons Hardware Co. 
of St. Louis. Each of these con- 
cerns operates independently. 
The Edw. K. Tryon Co., found- 





| and one of the oldest sporting | 


Hardware Co. | 





E. W. HEYMANN 


goods houses in the country, is 
still operated by the 


family. Charles Z. Tryon, presi- | 
dent and a director, is of the 
fourth generation of the same 


family to operate the business. 
Other directors of the company 
are: Edward E. Chandlee, who 
is vice-president and treasurer, 


| and B. A. Tryon. 


ed in 1811 by George W. Tryon, | 


The first big contract secured 
by the founder was with the 
United States Government for 
arms for the War of 1812. Not 
long afterwards the United States 
Government issued shotguns to 
the Indians for 
ing, and for a number of years 


game shoot- 


NEW ENGLAND HARDWARE ASSOCIATES MEET 


Sidney Rabinovitz, president, 
Economy Grocery Stores, a re- 
tail chain, addressed the March 
31 meeting of the New England 
Hardware Associates held in the 
Grill Room of the Boston City 
Club, telling them the faults of 
independent merchants, whole- 
salers and salesmen, as he saw 
them. Forty-five members and 
guests heard Mr. Rabinovitz’s 
talk on the subject, “The Chain 
Store versus the Independent 
Merchant.” Dan Barry, sports 
writer for the Bostow Post and 
a former American League um- 
pire gave a general sports talk. 

An open discussion was held 
on means of improving the ac- 
tivities of the Associates and 
plans were made for the holding 
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‘merening in 


of five similar meetings a year. | 


William A. Barnard, president 


of the organization, turned the | 


meeting over to J. F. Kennedy, 
Bigelow & Dowse Co., chairman 
of the committee in charge of 


the meeting. Other committee 
members were; Joseph Hunt, 


Wadsworth Howland Co.; John 
J. Gillis, American Steel & Wire 
Co.; Thomas McLaughlin, Key- 
Varnish Co. and John 
Theirault, Sampson Cordage Co. 


stone 


ROCHESTER DEALERS 
HOLD MEETING 
Members of the Rochester 
Hardware Association met at the 
Hotel Rochester, N. Y., April 12, 
with President Frank H. Pom- 
charge. The fea- 


Tryon | 


| the Tryon firm held the contracts 
| for these well known Northwest 
| Indian Guns, as they were called. 
Every once in a while some 
farmer today while cultivating 
his fields plows up one of these 
old guns bearing the name of 





E. E. CHANDLEE 


Tryon, and many of them find 
their way to museums and col- 
lections. The Tryon company 
discontinued the manufacturing 
of firearms a number of years 
ago and became wholesale dis- 
tributors of all kinds of sport- 
ing goods. 

The combination and _ sale 
were successfully negotiated by 
L. k. Crandall, president, Sim- 
mons Hardware Co., St. Louis, 


Mo., and Mr. Chandlee. 





ture of the evening was a talking 
picture entitled “The Story of 
|the Rope,” exhibited through 
puaten of the Plymouth Cord- 
age Co., N. Plymouth, Mass. 
CHAS. J. SMITH & CO. 
CHANGES ADDRESS 
Chas. J. Smith & Co., whole- 
sale hardware distributors, have 
changed their address from 430 
Communipaw Ave. to 31 Wilkin- 
i Ave., Jersey City, IN. J. 





RAZOR BLADE MAKER 


MOVES, CHANGES NAME 
The Thor Mfg. Corp. W. 
Orange, N. J., razor blade man- 


ufacturers, has changed its name 
to Heppenstall Razor Co. and is 
| located at 730 S. 13th Street, 
| Newark. 











PEDEN CONCENTRATES 
ACTIVITIES AT HOUSTON 

The Peden Co., Houston, Tex., 
wholesale distributors, has re- 
sumed its former name, Peden 
Iron & Steel Co., and has con- 
centrated all of its efforts in that 
city, having disposed of _ its 
branches at San Antonio, Tex., 
Beaumont, Tex., and Shreveport, 
La. The marine department, for- 
merly located on the ship chan- 


nel at Harrisburg, has been 
moved into the Peden main 
building in Houston. The pre- 


ferred stock which the company 
paid the Wilson Hardware Co. of 


Beaumont, in 1929, has been 
bought back, so that there now 
is no outstanding _ preferred 
stock. 


The company was established 
in 1890 and incorporated in 1902. 


_Lines handled include: mill sup- 


plies, machine tools, marine sup- 


plies, oil well supplies, heavy 
hardware, machine tools, rein- 
forcing steel, contractors’ sup- 


plies, mechanics’ tools, sporting 
goods, tires, tubes, roofing, nails, 
fencing, general and_ builders’ 
hardware, household — supplies, 
guns and ammunition. 

Officers of the Peden Iron & 
Steel Co. are: Chairman, E. A. 
Peden; president and treasurer, 
D. D. Peden; secretary, J. B. 
Robinett, and vice-presidents, J. 
A. Harvin, B. E. Taylor and Fred 
M. Golding. N. A. Fitch, who 
has been with the company for 
fiftéén years, first as assistant 
purchasing agent and for the 
past six years as general pur- 
chasing agent, was_ recently 
added to the board of directors. 
Other directors are: E. A. Peden, 
D. D. Peden, J. A. Harvin, Fred 
M. Golding, B. E. Taylor, E. D. 


Peden, Dr. S. C. Red, W. S. 
Cochran, E. G. Edson and A. G. 
Peden. 


R. G. HESS PROMOTED 
BY THE WASHBURN CO. 


A well merited recognition has 
come to Robert G. Hess, eastern 
sales manager, The Washburn 
Co., Worcester, Mass. Announce- 
ment was made by John Tora- 
jan, vice-president of The Wash- 
burn Co., that’ Mr. Hess has been 
promoted to the position of man- 
ager of The Wire Goods Com- 
pany Division in addition to con- 
tinuance of his duties and re- 
sponsibilities of the former posi- 
tion. 
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52 CLEVELAND DEALERS, 
IN .COOPERATIVE CHAIN | 

The Eagle Hardware Stores, | 
Inc., a cooperative chain was re- | 
cently formed in Cleveland, Ohio, | 
with fifty-two dealers as mem- | 
bers. It is exclusively a dealers’ 


organization not connected with 


nor sponsored by any wholesaler 
or manufacturer. The chain will 
promote the hardware business by 
cooperative advertising and sell- 
ing. J. C. Blaser, 558 E. 115th St., 
of the 


Cleveland, is president 





Eagle Hardware Stores, Inc. 
Other officers of the organization 
are: C. J. Wehrle, vice-president; | 
George Eisenberg, treasurer; 
Louis Manthey, secretary: R. J. 
Grdina, H. Dunn, A. Gould, 
Bertha McKenzie, W. E. Sig- 
worth and G. R. Wilbrink, mem- 
bers of the board of trustees. Mr. 
Grdina is chairman of the board 
of trustees. 

Member’s stores, located in 
business 
districts are identified by the 
spread-eagle emblem in the win- 
dows. A three-day introductory 
sale inaugurated the chain. 


each of the Cleveland 


CLEVELAND FILE CO. 
NAMES DISTRIBUTORS 


The Cleveland File Co., Cleve- 
land, Ohio, has announced ap- 
pointment of The Federal Hard-* 
ware Co. and the Guarantee Spe- 





cialty Co., both of New York 





H. D. North, whose election as 
president of The Ferry Cap & 
Screw Co., Cleveland, Ohio, was 
announced on page 54 of the 
April 13 issue of Harpware AGE. 





City, as distributors of its Super- 
Duty and Blue Star Brands of 
files. Hunter & Havens, Inc., 
Bridgeport, Conn., will operate 
as Fairfield County, Conn., dis- 
tributors for the same lines. The 
three new distributors will carry 
complete stocks of the above 
mentioned brands. 





FORM SALES SERVICE 
FOR MANUFACTURERS 


Walter A. Allen and John M. 
Sweeney have formed the Fed- 
erated Sales Service with offices 
at 537 Commonwealth Avenue, 
Boston, Mass., to provide a 
highly specialized service as 
manufacturers representatives. 





NESCO WEEK CONTEST AND SPECIAL OFFER 


The National Enameling & 
Stamping Co., Inc., Milwaukee, | 
Wis., will conduct a campaign | 
on the Nesco De Luxe Kerosene | 
Stoves and Ranges to be known | 
as Nesco Week and to run from | 
May 15 to May 27. Features of 
the campaign are: cash prize re- 
tail window trim contest, special | 
window trims featuring national | 
advertising and a special set of | 
Nesco Royal White Enameled | 
Ware usually retailing for $6.05 | 
to be offered the consumer dur- | 
ing Nesco Week for $2.98. The | 
which has a green trim, 
comprises one of each of the | 
following items: 8-cup-percolator, | 
6-qt. convex kettle with non-boil- | 


set, 


over cover, 2-qt. lipped sauce 
pan with’ hand-fitting handle, | 


4-qt. convex sauce pan with non. | 


boilover cover and 5-qt. tea 
kettle. 
The company will supply 


quantities of sets equal to the 
number of Nesco stove units the 
dealer has on hand, plus the 
number of units purchased for 


delivery up to and 
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May 27. Special window trims 
in color are offered dealers for 
use in the window display con- 
test, together with handbills, col- 
ored folders and circulars, all 
of which are designed to tie 
up with the national advertising 
in consumer publications. 

Twelve cash prizes are of- 
fered Nesco dealers for the win- 
dow displays, the 
best by judges of the contest. 
All photographs of windows 
must be in the hands of the 
company by July 1. Prize awards 
will be announced July 15. 
Awards are: first, $100; second, 
$50; third, $25; fourth, $15; 
the next four $10 each and the 
next four $5 each. 

A broadside describing the 
campaign, contest and window 
trims and other dealer helps is 


considered 


| available from the manufacturer 
| together with a form requesting 


supplies of the dealer helps of- 
fered. It contains suggestions for 
a demonstration and the reverse 


including | side may be used as a poster. 





| 





JOINT CONVENTION OF AMERICAN HARDWARE ASSOC. 
AND SOUTHERN JOBBERS AT MEMPHIS, MAY 22 TO 25 


The joint annual convention of | hind the Counter.” Mr. 


the American Hardware Manu- 
facturers Association and_ the 
Southern Hardware Jobbers As- 
sociation will be held at the Ho- 


tel Peabody, Memphis, Tenn., 
from May 22 to 25. The open- 
ing session, Monday evening, 


May 22, will be a joint meeting 
of the two associations and will 
be addressed by Dr. Edward 
Mims, of Vanderbilt University, 
Nashville, Tenn. 

Three executive meetings and 
several group meetings will be 
on the program of the jobbers 
association. The overhead ex- 
pense report and a general dis- 
cussion of expenses, based on 
1932 expense figures of southern 
jobbers, and comparisons with 
expenses of previous years will 
be among the features. “Broad- 
ening Out With New Lines” will 
be one of the discussions, Other 
topics will include: the gun and 
ammunition situation, the need 
of missionaries, the work of eff- 
ciency experts for southern job- 
bers and the economies that can 
be effected in hardware distribu- 
tion as well as assistance that 
can be given to retailers, Presi- 
dent F. E. Pharr, Buhrman- 
Pharr Hardware Co., Texarkana. 
Ark., and Secretary T. M. Mc- 
Allister will issue their respec- 
tive reports. 

At the Wednesday morning 
joint sessions, C. S. Clark, Made 
in America Club, Inc., Chicago, 
Ill., will discuss the “Buy Amer- 
ican” campaign. Mark Lyons, 
McGowin-Lyons Hardware & 
Supply Co., Mobile, Ala. a 
member of the executive com- 
mittee of the jobbers association, 
will lead another discussion. 
There will also be an address on 
a subject of current business im- 
portance by a nationally known 
speaker. Details will be an- 
nounced later. 


A. E. Alverson, Greenlee Tool 


Co., Rockford, IIl., president, 
| American Hardware Manufac- 
turers Association, will address 


| the Tuesday morning session of 


that organization. Secretary 
Charles F. Rockwell will discuss 
“Economic Current Events.” 
Charles J. Heale, editor Harp- 
wareE Ace, will make the intro- 


| ductory address for the discus- 


' 


sion on “Educating the Man Be- 


Heale 
will emphasize some important 
facts and observations in refer- 
ence to the retail hardware trade 
in this country. Manufacturers 
will contribute to the discussion 
by outlining educational meth- 
ods found effective in individual 
cases. A discussion on the topic, 
“Would Further Simplification of 
Lines Be Generally Practicable 
or Advantageous?” will follow 
to be led by Saunders Norvell, 
president, Remington Arms Co., 
Inc. 

Details as to hotel rates may 
be obtained from Secretary 
Charles F. Rockwell, American 
Hardware Manufacturers Asso- 
ciation, 342 Madison Ave., New 
York City, and Secretary T. W. 
McAllister, Southern Hardware 
Jobbers Association, 1020 Grant 
Building, Atlanta, Ga. Railroad 
Identification Certificates for 
delegates are available from the 
secretaries of the two associa- 
tions. The certificates must be 
presented for tickets at local 
ticket offices between May 18 to 
24. Tickets for return by the 
same route have a return limit 
of 30 days and must be validated 
for the return in Memphis. The 
rate is one and one-half times 
the regular one-way fare. For 
return by a different route the 
rate is on the same basis. The 
return limit of these tickets is 
also one month, and return 
tickets must be presented at the 
Memphis ticket offices. Families 
of delegates are also entitled 
to the same rates as delegates 
upon presentation of the proper 
certificates. 





| G. M. Baird, Memphis, Tenn., 
| heads the entertainment com- 
| mittee. Informal dancing will 
| be a feature the opening night, 
| while the formal ball will be held 
| Tuesday night. Wednesday night 
| a cotton plantation show will be 
| followed by informal dancing. 

A golf tournament will be held 
| under the chairmanship — of 
Leslie M. Stratton, Memphis, on 
| Wednesday afternoon. For the 
| ladies there will be a_ bridge 
| luncheon Tuesda y afternoon 
| while an automobile drive 
| 


around the city will be on the 


program for Wednesday. The 
| drive will be followed by tea 


| at the Memphis Country Club 





DENVER DEALER GROUP 
DISCUSSES LEGISLATION 

At the April 11 meeting of 
The Hardware Dealers’ 
tive Association of Colorado, 
held in Denver, Colo., Colorado 
Senate Bill No. 548, proposing 
the licensing of painters, was the 
subject of discussion. O. L. 
Schuman, president of the as- 


Protec- | 





sociation, conducted the meet- 
ing at which Frank Traylor, 
| Minehart Traylor Paint Mfg. Co., 
Denver, and N. R. McFarland, 
| McMurtry Paint Mfg. Co., Den- 
ver, were the principal speakers. 
Both speakers were against the 
| proposed legislation, holding that 
it would be detrimental to retail- 





ers and manufacturers of paint. 
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MILCOR STEEL KANSAS 
CITY MANAGER 


George E. Heimovics is now 
manager of the Milcor Steel Co., 
Milwaukee, Wis., branch in Kan- 
City, Mo. He _ succeeded 
Hugo Siefert, who recently re- 


sas 





G. E. HEIMOVICS 


signed. Mr. Heimovics has been 
with the Milcor organization 


since 1923. He represented the 


company in Colorado, Kansas 
and Nebraska. Early in 1929 


he joined the staff at the Kansas 
City plant to take care of the 
trade in that locality. In the 
spring of 1932 he took over all 
the Kansas City trade for per- 
sonal service. 


APEX ELECTRICAL MFG. | 


BUYS LAUNDRYETTE 
The 


business of the Laun- 





LACEY 1S PRESIDENT OF PECK, STOW & WILCOX 


The Peck, Stow & Wilcox Co. 
of Southington, Conn., elected 
Mark J. Lacey president and 
general manager to succeed 
George S. Case, who became 
chairman of the board. 

Frank L. Wilcox remains vice- 
president, and Chas. F. Tread- 
way is vice president and treas- 
urer. Ralph W. Hurlbut was 
elected secretary and Samuel C. 
Wilcox was elected assistant 
secretary and assistant treasurer. 
Edward G. Hackbarth was ap- 
pointed assistant to the president 
and Adolph J. Trapp, superin- 
tendent of manufacturing. 

The Peck, Stow & Wilcox Co. 





M. J. LACEY 





was established 14 years more 
than a century ago and today is 
known throughout the world 
among the leading manufacturers 
of metal working machinery. 
mechanics and __ householders 
hand tools, roller skates and 
miscellaneous hardware items. 

Mark Lacey is well and favor- 
ably known throughout the 
hardware industry, having been 
responsible for the successful 
marketing of hardware for many 
years. 

George Case is also president 
of The Lamson & Sessions Co. 
of Cleveland, Kent, Birmingham 
and Chicago. 





GEORGE S. CASE 





BRIEF NEWS ITEMS OF THE HARDWARE TRADE 


The hardware store 
Miller, Alma Center, 


of Guy 
Wis., was 


| recently badly damaged by fire. 


dryette Corp., Cleveland, Ohio, | 


has been acquired by the Apex 
Electrical Mfg. Co. of the same 
city. 


The Chloride Dry Clean- | 


ing Division and servicing de- | 


partment for Laundryette 
machines will be under direction 
of E. H. Bryant, former sales 
manager for Laundryette. 


HENLEY RECUPERATING 
FROM AN OPERATION 


Thornton Henley, sporting 
goods buyer, Blish, Mize & Silli- 
man, Atchison, Kan., wholesale 
hardware distributors, is now 
resting at his home in that city, 
following a recent operation. 
Mr. Henley has been associated 
with Blize, Mize & Silliman since 
1916, with the exception of his 
period with the United States 
Army during the World War. 


J. A, FELL REPRESENTS 
THE PERMUTIT CO. 
J. A. Fell, Evansville, fnd., 
has been appointed as factory 
representative of the domestic 


Hardware, 
N. D., opened recently 
Raymond’ Ginther _ in 


People’s 
Lake, 
with 
charge. a 

The Minnick Hardware Co., 
Cambridge, Neb., is building a 
new implement building adjoin- 
ing its present store. 


Glenn Brundin has purchased 
the stock of the former E. A. 


| Jacobson Hardware store, North- 


| and 


water softener sales department, | 
in the state of Indiana, for The | 


Permutit Co., New York City. 
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wood, Iowa, and plans to reopen 
the business and replenish the 
stock. 


The Oatka Hardware Co., Le 
Roy, N. Y., recently incorpo- 
rated with Arthur E. Howerman 
Frank C. Panepento as 
principal owners, will operate at 


48 Main St. ____ 


George O. Hopper, for many 
years engaged in the hardware 
Bowling Green, 
Ohio, is preparing the building 
at 206 S. Main St., for a hard- 
ware and paint business. 


business in 


H. B. Stadsvold, who for a 
number of years worked for the 
Farmer Store hardware depart- 


Devils | 


ment, Starbuck, Minn., has 
opened a hardware store in the 
Chalenburg Building there. 





Joseph Berger, son of Morris 
Berger, Berger Hardware, Su- 
perior, Wis., has purchased the 
inventory and fixtures of the 
Superior Hardware Co. Mr. 
Berger will operate the business 
under its old name. 

Albert W. Vanderoef, for 
more than thirty years with W. 


| B. Adams & Son, and Goldie V. 


Hines, have opened The Bedford 
Hills Paint & Hardware Co., 


| Bedford Hills, N. Y., store next 


to~the Post Office with a new 
stock. 

San Jose Hardware Co., 62 W. 
San Fernando St., San Jose, 
Calif., has taken over the former 
local office of the telephone com- 
pany to serve as warehouse and 
display headquarters. The Mar- 
ket St. building is in the rear 





| of the W. San Fernando St. ad- 


dress. 


H. W. Morse, Inc., Meriden. 


Conn., hardware retail firm, will 





| move from its present location 


| on State Street to 


the former 
Woolworth store in the Winthrop 
block on Colony Street. The new 
location is being remodeled. 


+t 





CHANGE SOUTHEASTERN 
CONVENTION DATES 


Walter Harlan, secretary-treas- 
urer, Southeastern Hardware & 
Implement Association, 1450 
Piedmont Avenue, N. E., At- 
lanta, Ga., has announced that 
the annual convention and ex- 
hibition which was scheduled for 
June 6, 7 and 8, 1933, at the 
Ansley Hotel, Atlanta, Ga., has 
been postponed to July 11, 12 
and 13. Mr. Harlan said in his 
announcement, “The reason for 
the change in this date is that 
our officers feel by setting the 
convention up to July, crops will 
have sufficiently advanced in this 
territory for them to have a very 
good idea as to what they want 
to buy for early fall delivery. 
Furthermore it is their opinion 
that business will have improved 
sufficiently to get out a better 
attendance in July than in 
June.” 

TARZIAN BROS. HOSTS 

TO BROOKLYN ASSN. 


Tarzian Bros., 193 Seventh 
Ave., Brooklyn, N. Y., were hosts 
to more than forty members and 
guests of the Brooklyn Hardware 
Association, at the April 13 meet- 
ing held in the Tarzian store. 
Martin Tarzian welcomed the as- 
sociation and told how and why 
the firm had put in a stock con- 
trol system. He explained the 
system and its ease of operation. 

Gus Flamman, of the associa- 
tion’s legal counsel, discussed the 
recently passed New York State 
retail sales tax and said that his. 
firm would send out a resume 
of the tax and other matters of 
importance to hardware retail- 
ers. Mr. Flamman, Charles J. 
Heale, editor, HArpwareE AGE, 
and R. J. Atkinson were named 
as a committee to study the sales 
tax. Mr. Atkinson conducted 
the question box period. J. A. 
Warren, associate editor, Harp- 
WARE AGE, was invited to speak 
at a later date on the subject 
of advertising by retail hardware 
stores. 

President Thomas Grogan pre- 
sided at the meeting and _ in- 
troduced Ralph S. Allen, who 
was installed as the new secre- 
tary of the association. A. H. 
Grafenstadt reported upon the 
selection of the association’s em- 
blem. 


ADAMS CO. CELEBRATES 
FIFTIETH ANNIVERSARY 


The Adams Co., Dubuque, 
Iowa, manufacturers of hard- 
ware, stove and furnace parts 
and machinery, is celebrating its 
fiftieth anniversary in business 
this year. Eugene and Herbert 
Adams, the brothers who founded 
the organization, are still active 
in its management. 


HARDWARE AGE 
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CONCLUDE ORGANIZATION OF COMBINED FIRMS 
FORMING RUSSELL HARRINGTON CUTLERY CO. 


Permanent organization for the 
combined John Russell Cutlery 
Co., Turners Falls, Mass., and 
the Harrington Cutlery Co., 
Southbridge, Mass., was con- 
cluded at a meeting of the stock- 
holders and directors in South- 
bridge on April 14. The name 
of the new company is the Rus- 
sell Harrington Cutlery Co. 
General offices will be located in 
Southbridge, Mass., with produc- 
tion continuing in the John Rus- 
sell plant at Turners Falls and 
at the Harrington Cutlery plant 
in Southbridge. 

J. C. Wells is president of the 
new company. Other officers are: 
Vice-president, C. M. Wells; 
treasurer, Ira Mosher; secretary. 
I. L. Rich, and general man- 
ager, J. A. Dickerman. Direc- 
tors are: Messrs. J. C. and C. 
M. Wells. Mosher, Dickerman, 





C. O. Cozzens, H. C. Ray, E. L. 
Schumacher, W. J Morgan and 
F. C, Abercrombie. Managing 
officials under Mr. Dickerman 
include: General sales manager, 
Charles E. Dorrell; sales, L. D. 
Bement; superintendent at Turn- 
ers Falls, C. E. Hazleton, and 
superintendent and_ purchasing 
agent at Southbridge, F. L. Put- 
nam. C. E. Hazleton and H. N. 
Smith are also assistant treas- 
urers. 

Customers now dealing with 
the New York office of the John 
Russell Cutlery Co. or the New 
York office of the Harrington 
Cutlery Co. should henceforth 
transact their business with the 
consolidated offices of the Rus- 
sell Harrington Cutlery Co., in 
charge of George Walter Davis, 
258 Broadway, New York City. 











GEORGE S. MESERVE 


George S. Meserve, 72, St. 
Augustine, Fla., who was prom- 
inent in the Southern hardware 
trade, died suddenly April 8 at 
Flagler Hospital. Mr. Meserve 
had lived in St. Augustine since 
1887, previous to which he had 
been a school teacher, represen- 
tative of a textile company and 
later an orange grower in Cali- 
fornia. Shortly after arriving in 
St. Augustine he took over the 
management of the business of 
Charles F. Hamblen, which later 
became the firm of C. F. Ham- 
blen, Inc., with Mr. Meserve as 
president. He was president of 
the firm from the time of its in- 
corporation until his death. 

In 1915 Mr. Meserve was ac- 
tive in the organizing of the 
Southeastern Retail Hardware & 
Implement Association, of which 
he was president for two terms. 
He served the Florida Retail 
Hardware & Implement Associa- 
tion as president for four terms. 
For a number of years he was a 
member of the executive com- 
mittee of the Southeastern asso- 
ciation, and about 1929 became 
an ex-officio member of the com- 
mittee. He was always active in 
furthering the interest of St. 
Augustine and was for a number 
of years president of the local 
board of trade. Mrs. Meserve 
and three sons survive. 





I. W. DRUMMOND 

Isaac Wyman Drummond, 
former chairman of the board of 
directors, Devoe & Raynolds Co., 
New York City, paint manufac- 
turers, with which he was as- 
sociated for more than fifty 
years, died recently at the age 
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of 77. He became a director of 
the company in 1922 and chair- 
man of the board in 1923, re- 
signing in 1928. 


HENRY B. NEWHALL 


Henry B. Newhall, Plainfield, 
N. J., president, Diamond Ex- 
pansion Bolt Co., Garwood, N. J., 
died April 18. Following his 
graduation from college he en- 
tered his father’s business. Upon 
the death of his father he be- 
came president of the Henry B. 
Newhall Corp., Diamond Expan- 
sion Bolt Co., Newhall Chain 
Forge & Iron Co. and New Jer- 
sey Foundry & Machine Co., 
which offices he held at the time 
of his death, although poor 
health prevented his being ac- 
tive in the businesses for the 
past several years. The com- 
panies with which he was con- 
nected will continue as before. 

Mr. Newhall was originally 
connected with his father’s busi- 
ness in an engineering capacity 
and carried out a number of 
large Government contracts with 
the New Jersey Foundry & Ma- 
chine Co. for the U. S. Reclama- 
tion Service and also contracted 
and supervised erection of sev- 
eral lighthouses for the Light- 
house Department. 

He was a member of the 
Hardware Club, Machinery Club, 
Engineers’ Club and other or- 
ganizations as well as a former 
member of the board of direc- 
tors of the Newark Public 
Library. 


FRANK J. DONOHUE 


Frank J. Donohue, president, 
F. J. Donohue Varnish Co., De- 





troit, Mich., and for many years | 
active in the automobile industry | 


died recently at the age of 47. 
He was associated for many years 
with the Glidden Co., Cleveland, 
Ohio and the Cleveland Varnish 
Co. as representative in the De- 
troit area. He founded his own 
company 17 years ago. Mr. 
Donohue was active in national 
and local paint associations. 


T. HENRY GOSSETT 


T. Henry Gossett, former hard- 
ware man, and for the past fif- 
teen years operator of his father’s 
old homestead farm near Spartan- 
burg, S. C., died recently. Mr. 
Gossett first entered the hardware 
business in Spartanburg, S. C., 
with a retail firm. For several 

















T. H. GOSSETT 


years he was southern representa- 
tive for John H. Graham & Co., 
Inc., New York City. Later he 
was with Peck, Stow & Wilcox 
Co., Southington, Conn., after 
which he formed a partnership 
with Omar C. Mead, operating as 
Mead & Gossett. He suffered a 
breakdown and retired to the 
farm to take an active part in 
the raising of cotton and the 
operation of cotton mills in which 
he and his brother were inter- 
ested. 

Mr. Gossett, who was well 
known to the trade, was one of 
the charter members of the Old 
Guard and was chairman of the 
preliminary organization which 
devised its constitution and by- 
laws. 


HENRY C. CARPENTER 


Henry C. Carpenter, 68, presi- 
dent of the Paint Products Corp., 
Philadelphia, Pa., and president 
of the Oxford Paint & Varnish 
Co., Detroit, Mich., died recently 
at the age of 68 in the Atlantic 
City Hospital, Atlantic City, 
N. J. 


HENRY UEHLINGER 


Henry Uehlinger, 52, paint 
manufacturer and former vice- 
president of the New York 
Credit Men’s Association, died 
April 16, at his home in Brook- 
lyn, N. Y., following a heart at- 
tack. At the time of his death 
he was president of Egan & 
| Hausman Co., Inc. He was 
| formerly vice-president of the 
| Hilo Varnish Corp., Brooklyn, 
- ae @ 


| 
| 








JOHN WARREN 


Johm Warren, 65, Birmingham, 
| Ala., who left the employ of the 
Louisville & Nashville Railroad, 
to join his brother, Ed. War- 
ren, in the Warren Bros. Hard- 
ware Co., in that city, died 
April 11, after a long illness. 
He had been a resident of Birm- 
ingham since 1880, and had been 
active in various fraternal or- 
ganizations and clubs. 





GEORGE S. DAVIDSON 


George S. Davidson, 58, Cocoa, 
Fla., hardware dealer, died re- 
| cently following an _ operation. 
| He had been a member of the 
| firm of Benedict, Warren & 
Davidson Hardware Co., Mem- 
phis, Tenn., and he was a buyer 
for the firm. He left Memphis 
| in 1914 to form his own business 
| in Florida. 





JOHN H. VICTOR, JR. 

John H. Victor, Jr., vice-presi- 
dent, Victor Mfg. & Gasket Co., 
Chicago, Ill., son of the head 
of that concern, died April 7 at 
his home in Evanston, Ill. He 
was 21 years of age. 


H. J. SURTMAN 


Henry J. Surtman, 57, who 
for many years conducted a 
hardware, pawnbroker and real 
estate business at 604 N. St. 
Clair Street, Toledo, Ohio, died 
recently. 


ERNST ZOBEL 


Ernst Zobel, founder and for- 
mer president of Ernst Zobel 
Co., Brooklyn, N. Y., manufac- 
turers of asphaltic paints, died 
April 3 at the age of 79. 


W. T. BAILEY 


W. T. Bailey, 60, who con- 
ducted a hardware and lumber 
business in Senatobia, Miss., for 
the past twenty years, died April 
12, while in his store. 
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for Retail 
Hardware Stores 


Florence Stove Portfolio 
Mailing and Doll Kitchen 


The Portfolio entitled, “Let’s Fix up 
the Kitchen” is available for dealer’s own 
direct advertising, for sending to a few 
hundred of his best customers and _ pros- 
pects. In addition to the folders on Flor- 
ence oil ranges the dealer may _ insert 
circular matter on refrigerators, kitchen 
cabinets and other items offered. The 
portfolio open shows two kitchens in full 
color. The Doll Kitchen, illustrated is 
delivered flat but punched and scored so 
that any child can set it together making 
a three dimension kitchen. Mats for local 
dealer advertisements are also offered to 
tie in with the national consumer advertis- 
ing campaign. Florence Stove Co., Gard- 
ner, Mass. 





No. 1068-A Well-Worth 
Bargain Brush Dept. 


Offered strictly as bargain-priced values, 
to meet the temporary demand for low 
priced merchandise. Made by The 
Wooster Brush Co., Wooster, Ohio, un- 
der a_ different set-up than the reg- 
ular standard line of Wooster Foss-set 
brushes but not marked nor identified in 
any way as Wooster products. Designed 
for open table display, especially. Brushes 
packed in practical display box with price 
tabs, as illustrated. May be inserted in 
any standard open display table. Indi- 
vidual price sections removable, enabling 
use separately. Includes: 24, listing at 
25c. each—18 1%4-in. (two styles), 6 2-in.; 
three and a half dozen, listing at 10c. each 
—24 l-in. (two styles), 12 1%-in., 6 oval 
sash tools or touch-up brushes; six listing 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors— New Deals— 


Se 6 i oh wae eee 

















at 48c. each—3 2%-in. and 3 3-in. varnish 
brushes; three 4-in. wall brushes, listing 
at 68c. each; 6, listing at 35c. each—3 
2%-in. and 3 3-in. wall brushes and 18 
listing at 15c. each—6 1-in., 6 144-in. and 


6 2-in. Assortment, retail value, $19.92, con- 


tains 8% dozen brushes, 15 styles and 
sizes. Weight in shipping container, 19 Ib. 
No. 25-A Well-Worth 25c. Bargain Brush 
Assortment contains 26 brushes in display 
box, designed for use in standard open 
display table, or for counter or window. 
Weight 4 lb. 9 ounces, in shipping con- 
tainer. 


and 3 3-in. brushes. Samples and prices 
available. The Wooster Brush Co., Woos- 
ter, Ohio. ' 


Two United American Bosch 
Electrical Tools 


American Bosch automatic _ electric 
screw-driver and nut setter and a compact 
high-speed electric die grinder illustrated 
here are forerunners of a full line of 
precision electrical tools. American Bosch 








Assortment includes: 14 1%-in. 
brushes (two styles), 6 2-in., 3 2%4-in. 


automatic electric screw driver has an 
outside diameter of 2 inches and weighs 
3% lbs. Automatic pressure clutch, addi- 
tionally adjusted through graduated scale 
and a highly efficient low-current consum- 
ing fan-cooled universal motor. Weight 
centered for speed and accuracy. Resistex 
insulated throughout. Has special sta- 
tionary centering sleeve with self-centering 
bit, providing accurate and dependable 
adjustment for all types of screws and 
nuts. American Bosch high-spaced elec- 
tric die grinder is a compact precision tool 
for finishing patterns and dies. Has an 
exceptionally high spindle speed of 50,000 
r.p.m. without vibration, permitting the 
use of extremely small wheels 5/64-in. and 
5¢-in. diameter, making it possible to grind 
with great accuracy extremely small radii, 
and to reach heretofore inaccessible places 
says the maker. Has pistol grip Resistex 
housing. United American Bosch Corp., 
Springfield, Mass. 


Coleman Lamp With 
Parchment Shade 


Quick-Lite lamp, list, $7.60, equipped 
with heat resisting frosted glass globe, to 
protect mantles from flying insects, and 
with an attractive parchment shade for use 
with the glass globe which protects shade 











from heat of mantles. Lamp without 
parchment shade but with frosted glass 
globe lists at $5.95. Glass globe and fitter 
may be used on any current models of 
Coleman lamps. The Coleman Lamp & 
Stove Co., Wichita, Kan. 
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poe DID new nationally adver- _ bodies of the world-famous Goodyear 
tised addition to the quality line | All-Weather Tread Tires. 
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di- of Goodyear hose is ready for your 

a ‘ ; Ideal for women and children because 
7 early Spring trade. Order it promptly, acl 

- so you'll be ready for the demand. — ~— one ey to Da. Be 
ne cially tough ribbed cover for stout 
nd It is the new Goodyear Super- protection. Made in 54" size only. 
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twist Cord Hose — companion 
Other Goodyear quality lawn and 

















he in quality to the celebrated dai oie 
nd 
nd Goodyear Emerald Cord, finest : garden hose are Wing foot, . e 
° 7 and Pathfinder brands. Nation- 
es lawn and garden hose ever built. ’ 
.. . ai < ally advertised to help you sell. 
It is priced to fit the ideas of all ; 
who want an extraordinarily ( Goodyear also manufactures a 
a high quality hose at moderate ,¢ complete and world-famous line 
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Kester Junior Metal Mender 


is the same quality solder as packed in 
the regular “Kester Metal Mender” of- 
fered at a cost to enable dealer to sell a 
single coil for 5c. The néw 18-inch coils 
also eliminate the cutting of short lengths 
and like the “Kester Metal Mender” each 
coil is solder-sealed at both ends, to pre- 
vent acid leakage. Available in two 
pound and five pound units. Kester Solder 
Co., 4201 Wrightwood Ave., Chicago, IIl. 


Electrolux Refrigerators 
Now Air Cooled 


Eliminating the use of water, needed 
for cooling purposes in previous Electrolux 
gas refrigerators. Uses less gas than 
previous models, a small gas flame keeping 
the air in circulation for cooling the air. 
The twist of a dial allows the temperature 
to rise just enough to defrost, without in- 
terrupting the cooling process says the 
maker. ‘Trigger tray release instantly re- 
leases contact with the cooling chamber. 
Porcelain interior, non-tipping shelves of 
flat ribbon type and a flat top are other 
features. Automatic gas shut off instantly 
shuts off gas if flame goes out for any 
reason. Two temperature chilling unit 
and cube trays as well as one double 
depth dessert tray. Electrolux Refriger- 
ator Sales, Inc., Evansville, Ind. 


Dutch Boy All-Purpose 
Soft Paste White-Lead 


Contains two per cent of pure spirits of 
turpentine in place of some of the oil. 
Turpentine, amounting to about a quart to 
the hundred pound keg, is thoroughly 
ground into the white-lead by a special 
milling process. The maker states that it 
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provides a quick-mixing white-lead which 
is equally suitable for either interior flat 
or exterior gloss work. Contains pure 
white-lead, pure linseed oil and turpen- 
tine and nothing else, says the maker. 
Sold in 12%, 25, 50 and 100 Ib. steel 
packages. National Lead Co., 111 Broad- 
way, New York City. 
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Powerlite 6 Volt Two 
Reflector Lantern 


Side reflector, for distant uses, offers a 
sharp penetrating spot beam of 800 ft. 
Top reflector, a wide diffused spread or 
floodlight for close work. Handle reverses 
for carrying top reflector in down position. 
Lens guard optional, for top lens, avail- 
able at additional cost. Red top lens at 
additional cost, for railroad signaling, 
emergency warning, etc. Uses standard 6 
volt lantern battery. Four standard 1%4- 





in. flashlight cells may be used with spe- 
cial adapter available at extra cost. Weighs 
3-lb. with 6-volt battery or 24% Ibs. with 
flashlight cells. Positive three position 
switch, off in middle, right for spot light, 
left for top or spread light. Top bail 
heavy gage cold rolled steel, cadmium 
plated, with nail hook in top. Back 
handle of heavy steel with keyhole slot 
for hanging on nail or screw. Baked 
aluminum enamel finish, cadmium plated 
trimmings. Side reflector silver plated, 
top reflector baked white enamel. Attrac- 
tive counter display offered. Delta Elec- 
tric Co., Marion, Ind. 


Aeroil Disinfecting Torch and 
Weed Burners Nos. 16F and 17F 


/ 

For destroying mites, coccidiosis para- 
sites and all disease germs, produces a 
flame temperature of 2000 deg. F. Oper- 
ates on principle of vaporization similar 
to the plumber’s blow torch. The maker 
states that flame may be safely directed 
without scorching wooden walls or floors 
by allowing the heat -preceding the flame 
to do the disinfecting, with an exposure of 
from 5 to 15 seconds per square foot kill- 
ing all vermin. May also be used for 
burning and destroying dead game, weeds, 





rubbish and underbrush, fighting forest 
fires, etc. No. 17F, list, $32.00, produces 
powerful blue flame 6-in. wide, 18-in. 
long. Complete with 1% gal. capacity 
welded steel pressure tank with 2-in. 
gage, l-in. heavy brass air pump, bronze 
filing cap with air release, oil regulating 
needle valve and seamless steel Aeroil 
burner with flat flame nozzle. Net weight 
16 lbs. Consumes one gallon of kerosene 
an hour. No. 16F., kerosene hand torch 
same as 17F, but with slightly smaller 
burner producing flame 5-in. wide and 15- 
in. long. One gallon steel tank. Net 
weight 15 lbs. Consumes about % of a 
gallon of kerosene per hour. List $27.00. 
Larger outfits available are described in 
bulletins. Aeroil Burner Co., Inc., Park 
Ave. and 13th St., West New York, N. J. 


Stewart-Warner De Luxe 
Electric Refrigerators 


Supplement the standard line and fea- 
ture a special force-feed, chilled oil lubri- 
cating system. Opposed twin cylinder 
reciprocating pump type compressor is 
mounted on a rigid stamped steel base 
supported on four resilient rubber cush- 
ions. Stream line cabinets. Chromium 


hardware, barrel type semi-concealed 
hinges. Flat recessed tray top, for resting 


dishes. Concealed door latch. Finger- 
touch push or pull on handle opens door. 
Handle adjustable to four different posi- 
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tions. All steel cabinet with seamless 
welded, acid resisting porcelain interior. 
Exterior finish, white lacquer or white 
porcelain (four foot model in lacquer 
only). Rounded corner heavy gage steel 
food compartment, white porcelain. Auto- 
matic interior, dome-type light. Adjust- 
able pull-out type trays. Evaporator shield- 
ed with porcelain partitions and self- 
closing door. Twelve point freezing con- 
trol. Leader No. 45 is 4% cu. ft. capa- 
city. DeLuxe models Nos. 55, 65 and 77 
are of 514, 6% and 8 cu. ft. capacities 
respectively. The Stewart-Warner Corp., 
1826 Diversey Parkway, Chicago, II. 
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eather Conditions 
do not impair the 


Service of Columbian 


Because of the exclusive Columbian 
method of waterproofing, all Columbian 
Tape-Marked Rope gives its character- 
istic dependable service rain or shine, in 
the tropics or the frigid zone. 


William Albert Robinson used it on the 
Svaap in his cruise around the world and it 
gave perfect service. Captain Bob Bartlett 
uses it exclusively on his trips to the arctic 
regions and it has never failed him. 


Regardless of conditions, Columbian 
Rope remains flexible. In fact, it has been 
proved to be the most flexible rope on the 
market, regardless of how wet it becomes. 


Since it excels in the very essential 
waterproofed feature and every foot of this 
high quality rope is guaranteed, Columbian 
is the rope that will retain your customers’ 
confidence. Let us give you the name of 
the Columbian jobber in your vicinity. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street 


Auburn, “The Cordage City” N. Y. 
Branches: New York Chicago Boston New Orleans 
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KLEIN 
PLIERS 
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NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. “Since 1857,” 
Klein Pliers have been the 
standard for quality with 
master workmen and public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
next, time he is in. 


Buy From Your Jobber 


ces QL FN conse 


3200 BELMONT AVE., CHICAGO 
RE So a 
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Wao Makess Ir? 


Information regarding sources of supply as provided readers of HarpwarE AGE 
by the Who Makes It Editor is here presented as an aid to others in the trade who 
may be seeking the same articles. The inquiries reproduced have been selected 
because of their general interest to hardware merchants and buyers. This 
editorial feature in each issue supplements the service rendered by the “Who 


Makes It?” issue published on Sept. 29, 1932. 





New York City: Who makes self 
measuring can fillers as used for rapid- 
ly filling cans with liquids, automatical- 
ly, at set quantities, such as % pint, 
pint, quart, etc.?—Murray Hill Hard- 
ware Co. 

ANSWER: Crandall Can Filler Ma- 
chine Co., 1391 Niagara St., Buffalo, 
N. Y.; U. S. Bottlers Machinery Co., 
4023 No. Rockwell St., Chicago, IIL, 
and E. W. Bliss Co., 53rd St., and Bliss 
Ave., Brooklyn, N. Y. 


* * * 


SaLaManca, N. Y.: Where can we 
obtain building directories, such as 
are used to list occupants of buildings 
and have movable letters? We want an 
inexpensive one for twelve or fifteen 
names. Also furnish name and address 
of the makers of Soilax, a powder used 
in dishwashers.—Dietrich Hardware 
Co. 

ANSWER: (1) Tablet & Ticket Co., 
115 E. 23rd St., New York City, and 
Newman Mfg. Co., Norwood Station, 
Cincinnati, Ohio. (2) Economics Lab- 
oratory, Inc., St. Paul, Minn. 


* + 


Troy, Onto: Who makes a toilet 
brush, having a spring in the handle 
just above its bristles, which permits 
the brush to follow the curves of toilet 
bowls ?—Zerkel Bros. 

ANSWER: George S. Lenier & Co., 
1250 Brook Ave., New York City. 
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TayLor, Texas: Furnish names and 
addresses of the manufacturers of Ham- 
mel pressure crude oil burners, and 
Magic high temperature refractory 
cement.—Ira A. Prewitt Hardware Co. 


ANSWER: (1) Hammel Oil Burner 


| Co., 724 W. Vernon Ave., Los Angeles, 


Cal. (2) Garratt-Callahan Co., 148 


| Spear St.,.San Francisco, Cal. 


* * * 


Pertu Ampoy, N. J.: Where can six 
foot plasterer’s levels be obtained ?— 
Elizabeth Hardware Co. 

ANSWER: Sands Level & Tool Co., 
8631 Gratiot Ave., Detroit, Mich.; Peer- 


less Level & Tool Co., Sterling, IIll., and 
Mayes Bros. Tool Co., Port Austin, 
Mich. 


* %*+ 


LAFAYETTE, INp.: Provide several 
names and addresses of manufacturers 
of small electric washing machines for 
washing baby clothes—The Johnson 
Hardware Co. 

ANSWER: Black & Decker Mfg. Co., 
Towson, Md.; Mengel Body Co., Elec- 
trical Appliance Division, Louisville, 
Ky., and Whirldry Corp., New Haven, 


Conn. 
* * * 


Arxen, S. C.: Who makes the South- 
ern Queen range?—Holley Hardware 
Co., Inc. 

ANSWER: Mountain City Stove & 
Mfg. Co., Chattanooga, Tenn. 


® @ @ 


So. BrownsvILLe, Pa.: Who makes 
or distributes the Newport double bar- 
reled shotgun?—So. Brownsville Hard- 
ware Co., Inc. 

ANSWER: Hibbard, Spencer, Bart- 
lett & Co., 211 East North Water St., 
Chicago, II. 


* * * 
Patron, Pa.: Who makes the Skimit, 
a device for removing the cream from 
bottled milk?—Huber Hardware. 
ANSWER: Duro Metal Products Co., 
2649 N. Kildare Ave., Chicago, III. 


* + %* 


Hartrorp, Conn.: Advise whether 
the United States Cutlery Co., Belle- 
ville, N. J., has moved or gone out of 
business.—G. G. Knoeck, Inc. 

ANSWER: This concern discontinued 


business several months ago. 


* * * 


Miptanp Park, N. J.: Who makes a 
sliding clothes rack for closets, about 
twelve to eighteen inches in length, and 
which will extend to double that dis- 
tance ?—Peter Bakker. 

ANSWER: Knape & Vogt Mfg. Co., 
Grand Rapids, Mich. 
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We Sell Through Our Associates 


(Continued from page 23) 


These Chains do offer price appeal; 
but the main reason they are successful 
is because they have done a better job 
of studying the consumer—his wants 
and desires—and have organized them- 
selves to please them; while the aver- 
age retailer has been too largely a ser- 
vice man—not enough of a merchant. 

I wonder if the average merchant 
fully realizes the importance of get- 
ting new customers? As a rule, 75 per 
cent or more of the volume of the aver- 
age retailer comes from old established 
accounts. It is your old customers that 
make your business profitable. It is 
authoritatively stated that the normal 
loss of old customers is around 30 per 
cent per year; therefore, in order for 
a dealer to maintain an equal volume 
he must gain 30 per cent in new cus- 
tomers every year to offset this loss. 
Are you getting enough new customers 
in your store to offset this loss? 

According to one of the best authori- 
ties of advertising and merchandising 
who has made a special study of this 
particular subject, you can only expect 
to obtain about 30 per cent of the new 
accounts you consistently go after 
through advertising in your natural 
trade territory. In other words, if you 
have 300 accounts on your books you 
should expect to lose 100 each year; 
and to offset this loss, you must so- 
licit business from 300 new: accounts 
not on your books, from which you 
should be able to get 100 new accounts. 

If you do this, and the territory in 
which you operate is subject to the 
normal drift of business, over the long 
average you will increase your volume 
of business around 3 to 5 per cent per 
year—which has been the national aver- 
age rate of increase for a long period. 

How can you get these new customers 
without advertising? Once upon a 
time, in territories distant from the 
large cities, merchants did not have 
to advertise. A good location and a 
good stock of goods attracted sufficient 
new customers to offset normal losses. 

But today it is different. When you 
check over the advertising of Ward, 
Sears, Gamble, Western Auto Supply, 
J. C. Penney and the Chain Grocery 
Stores, you can readily understand that 
unless you just as energetically cam- 
paign for new accounts as these peo- 
ple do you are not going to get them; 
and further, you are not going to keep 
them if, when they come into your 
store, you do not present to them the 
kind of merchandise they are inter- 
ested in—staple, seasonable merchan- 
dise, properly displayed, all priced, 
and priced in line with competition—- 
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a line of price merchandise as well as 
value merchandise. 

We do not believe it is possible to 
succeed in the hardware business any 
more without a consistent advertising 
plan. 

& & * 

If you do not consistently advertise 
your ability to serve your community 
are you going to get your share of the 
new customers you need to keep your 
present volume—let alone increase it? 

A continual suggestion from our As- 
sociates and from our salesmen toward 
bettering our business is the demand 
that the executives of our company 
spend more time in the field visiting 
the trade. 

We recognize the importance of 
these contacts. We are following these 
suggestions. If you wish to see us don’t 
you suppose your customers would like 
to see you? Is there a better way to 
keep customers, as well as gain new 
ones, than by a periodic canvass of 
your trade territory by the proprietor 
of your business, as well as your 
clerks? The combination of personal 
solicitation, plus good advertising, 
makes an almost irresistible business- 
getting combination. 

All our claims and hopes for 1933 
will amount to nothing unless we, 
ourselves, make the right start. There 
is an old saying that “life is what you 
make it”—and how true this is! 

Depressions never last. A recovery 
always comes, and a recovery has al- 
ways brought great prosperity—partic- 
ularly to those who have prepared 
themselves to take advantage of it. 

The hardware business and its kin- 
dred lines offer the greatest opportu- 
nity for merchandising today. Our 
merchandise has an appeal for every 
member of the family. It is broad in 
its scope. It gives us a great founda- 
tion to build on. If one line is not 
selling we can devote our efforts to 
others that will. 

The plan we are operating under, if 
we take advantage of it, will give us 
the utmost in savings; it will enable us 
to give the best possible service to our 
customers. No one can do a better 
job in distributing hardware than we 
can, if we ourselves take advantage of 
our own opportunity. 

We are not going to make a success 
of our business if we go at it from a 
selfish, personal standpoint. To be 
right ourselves we must have a desire 
for service. We must realize that if 
our business is going to be prosperous, 
our customers must be well served— 
and the motto “He Profits Most Who 
Serves Best” is well founded. 














HERMTEX 


Tennis Table Sets 


Made in 10 pepular selling numbers. 
Each set contains rackets, posts, balls 
and net in box complete with rules. List 
prices from $12.00 to $93.60 per doz. 

Also HERMTEX Folding Tennis Table 
(warp-proof). Steel braces—very rigid, 
fine lacquer finish. Precision striping. 
3 and S ply. Sizes 5 x 9 ft. List $18.00 
to $22.00. 4 x 8 ft. $14.00 to $20.00 
each. Send for Folder and Discounts. 





At the Chicago Toy Fair 
STEVENS HOTEL 
Room 610A 
M. HERRMAN in charge 


M. & J HERRMAN, INC. 
162 East 126th St., New York 
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MERCHANDISE 











DON’T BE UNDERSOLD by the 
CHAINS on 5¢ to 25¢ staple, everyday 
selling items throughout your store and 
have your customers feel that you are 
high priced on all lines of General Hard- 
ware and Housefurnishings, just because 
are out of line on the 5¢ to 25¢ 
Ines. 


DON’T BE UNDERSOLD. Get a 
CHAIN STORE BUYING CONNECTION 
on the 5¢ to 25¢ lines, sell at CHAIN 
STORE PRICES, make CHAIN STORE 
PROFITS. or don’t handle this popular 
line of merchandise. 


DON’T BE UNDERSOLD. Secure 
the facts about the ‘“‘C. M. 8."" an or- 
ganization that has SPECIALIZED in 
5¢ to $1.00 merchandise for 19 years. 


Consolidated Merchants Syndicate, Inc. 
PIERRE H. MEYER, Pres. 
890 Broadway New York City 


Attach this coupon to your letterhead and 
learn how you can INCREASE YOUR 
SALES and PROFITS on 5¢ to 25¢ 
MERCHANDISE. 


BERD cecccsicsccvecvvesesecsscscs 
April, 1933—-Hardware Age. 














Advertising Program Will Promote Use of 
“Standard” Wire Screen Cloth 


O acquaint the consuming pub- 
lic with the standards adopted 
by 90 per cent of the wire 
screen cloth manufacturers, a news- 
paper campaign will be inaugurated 
in the Metropolitan area of New 
York City during May when the re- 
tail selling season will be at its peak. 
The cost of the campaign has been 
collectively underwritten by the 
American Wire Fabrics Corp., 41 E. 
42nd St., New York, N. Y.; Chase 
Brass & Copper Co., 80 Lafayette St., 
New York, N. Y.; New York Wire 
Cloth Co., 500 Fifth Ave., New 
York, N. Y., and John A. Roebling’s 
Sons Co., Trenton, N. J. 

The standards, as adopted by the 
industry and promulgated by the 
U. S. Department of Commerce, 
Bureau of Standards, in its Bulletin 
R-122-31, are reproduced in detail 
on page 7 of the Sept. 29, 1932, 
“Who Makes It?” Directory Number 
of Harpwark_E AGE, which subscribers 
retain from year to year as a refer- 
ence volume. The standards stipu- 
late that the warp and filling wires 
in bronze and copper cloth shall be 
0113 in., and in electro galvanized 
and black painted steel cloth .0110 
in. 


The Objectives 


The principal objectives in the ad- 
vertising campaign are to tell con- 
sumers: (1) What the true standard 
gage of wire is for bronze and cop- 
per screen cloth. (2) Why standard 
gage wire is essential to the long life 
that is expected of bronze and cop- 
per cloth. (3) How patrons of re- 
tail stores can be sure they are get- 
ting certified standard, full weight 
cloth. 

In the series of advertisements 
(see illustration showing first ad in 
the series), which will appear in 
suburban New York papers during 
May, consumers are urged to look 
for the seal of the Wire Screen Cloth 
Institute, which will assure them that 
they are receiving standard gage 
cloth. Retailers handling standard 
cloth will be supplied, free of charge, 
with a three colored display card, on 
which again appears the Institute’s 
seal as shown in the newspaper ad- 
vertisements. 


The Institute has also prepared, 
for free distribution to retailers, a 
smaller card giving the net weights 
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For Your Protection 


90% of the wire screen cloth manufacturers 
in the country have a specific stand- 
ard thickness of wire (.0113’’), which they all 
agree is essential to the long wearing qualities 
you have a right to expect in bronze and copper 
wire screen cloth. 

Look for the seal of the Wire Screen Cloth 
Manufacturers’ Institute or a label certifying 
that the wire screen cloth offered you conforms 
to the industry's standards R-122, as issued by 
the U. S. Department of Commerce, Bureau of 


Standards at Washington, D.C.,,and adoptedby 

American Wire Fabrics Corporation (Chase Brass & Copper Co. 
7 ft 

41 Riget 4gnd Serent, New York 80 Lafayette Servet, New York 

John A. Roebling’s Sons Company New York Wire Cloth Co. 
Manafecturers of of 
‘Jersey” Copper and Bromre “Likerty” Breuer 

Trenton, New jersey 342 Madison Avenue, New York 








iT'S TIME TO OVERHAUL YOUR SCREENS! 


Reduced reproduction of one of a 

series of advertisements to appear 

in suburban newspapers during 
the month of May 





of standard cloth per 100 square 
feet, and other related particulars 
regarding standard manufacturing 
practices. The weights of standard 
bronze and copper cloth per 100 
square feet are: 13 to 1314 lbs., for 
14 mesh; 1434 to 15 Ibs., for 16 
mesh, and 1614 to 1634 lbs., for 18 
mesh. 

As is apparent from the weights 
given, the industry permits a com- 
mercial tolerance or variation of not 
to exceed one-quarter pound per 100 
square feet of bronze and copper 
cloth. Thus, if there is any question 
as to whether any given roll of 
screen cloth is a “standard” product 
or not, its true status can be quickly 
and easily determined by simply 
weighing the roll. It is only neces- 
sary to strip off the wrapping or to 
remove the roll from its carton and 
place it on the scales. If it fails 
to weigh up to the prescribed figures 
it is unquestionably substandard 
cloth. 
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Griswold Kwik-Bake 
Electric Oven 
Plugs into any ordinary socket and is equipped with two 330 


watt units. Oven heat is controlled by top unit which is ad- 
justable from the outside. A portable unit, weighing 714 lbs. 





and measuring 13 in. by 10% in. by 114% in. high. The maker 
states that pre-heating is not necessary. Suggested retail selling 
price, $5.95, slightly higher in south and west. The Griswold 
Mfg. Co., Erie, Pa. 


Knurled Handle Needle File 


This file has a kurled handle or tang in place of smooth round 
handle or tang. Knurling prevents slippage and assures a firm grip 
without cramping fingers and hand of user. Made in all regular 


————$—— eee 


shapes and sizes that smooth style handle files are made. The 
American Swiss File & Tool Co., 410 Trumbull St., Elizabeth, N. J. 


Landon P. Smith 
Display No. 169 

Finished in permanent oil process shellaced in red, black and 
white color. Shipped fully mounted, packed in individual carton 


for hanging where dealer desires. Said to include every type of 
scraper required by the average dealer. Includes scrapers for 





home owners, painters, carpenters, cabinet makers. Distributed 
through regular wholesale channels at price of tools alone, and 
list $6.00 per board. Landon P. Smith, Inc., Irvington, New Jersey. 
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BEAT 
THIS 
VALUE! 


(if you can) 


Flies and mosquitoes may 
be anuisance tomost people 
but they’re a source of real 
profit to hardware dealers 
who stock and display the 
new Ilco Jr. Screen Door 
Check. Completely new de- 
sign. Heavier, larger, more 
powerful. 


Specifications 


13” x 83” brass barrel; 
accurate, adjustable check- 
ingspeed; offset plunger rod 
that allows doors 130 degree 
opening; heavy interior 
spring and new washer de- 
sign that provide ample 
power for closing light and 
medium weight doors, with 
plenty of controlled -check- 
ing power; satin brass finish. 


Built to retail at 75¢ it 
is the best value, the best 
profit-maker, on the market 
today. The season is here, 
and we’re ready for you. 
A sample mounted for de- 
monstration will be shipped 
with your initial order. 


Send it today. 


Independent Lock Co. 
Fitchburg, Mass. 


New ILCO JR. 
SCREEN DOOR CHECK 


to retail at 


ae 





55 























Zip-in Fly Screens 

Are frameless, all metal, and are for use 
in double hung windows. Made in bronze 
and galvanized steel with top and bottom 
rails black japanned. Require four screws 
for installation. Uses no screen guides, 
has no side frames, requires no fitting 
and has no rolling parts. Requires only 
small storage space as each screen is 
packed in a fibre box. Made in stock 
sizes to fit all standard openings. The 
Cincinnati Fly Cincinnati, 
Ohio. 


Screen Co., 


Portable Electric Drill 
for Light Duty 


Weighing 6 lbs., this drill contains a 
Signal Universal motor, 110 volts, 25 to 
60 cycles, with a speed no load to 1700 
R.P.M. Measures 11%-in. long, handle to 
chuck; diameter 4 inches. Drill body and 





7 


handle of cast aluminum. Special alloy 
heat treated gears operate in grease-tight 
chamber. Equipped with “make and 
break” switch, a three jaw chuck with 
capacity up to 4-in. Furnished with eight 
feet of heavy duty rubber covered cord, 
with rubber plug and key. Signal Elec- 
tric Mfg. Co., Menominee, Mich. 





Dutch Boy Liquid Drier 


A properly balanced, painters’ Drier, 


especially designed for use as a drying 





agent in white-lead paint. It is uniform, 
strong and efficient, says the maker. Sold 
in half-pint, pint, quart and gallon sealed 
cans. National Lead Co., 111 Broadway, 


New York City. 
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“Save the Surface” 
Sales Aid Folder 


Shows all sales aids offered by the or- 
ganization, including mats for the slogan 
brush cuts, window displays in ten bril- 
liant colors, the “Guide Book of Painting 
and Varnishing,” wet paint signs, motion 
picture films, “Home is What You Make 
It” and “The Romance of Paint and Var- 
nish.” Nearly twenty ads, specially pre- 
pared for use of dealers in local news- 
papers, are available in mat form, contain- 
ing sales copy and attractive illustrations. 
Some of the helps are offered at cost, 
others are available free of charge, as ex- 
plained in the folder. Save the Surface 
Campaign, 2201 New York Ave., N. W.., 
Washington, D. C. 


Westinghouse “Step” 
Lamp Display Stand 

Has room for three rows of lamps of 
five each, including the 25, 40 and 60 
watt sizes. Wrappers of lamps help build 
up color in the display and give it added 





attention value. Tags indicate wattage 
in each section. Westinghouse monogram 
is shown as well as reminder, “Don’t for- 
get! Westinghouse Mazda Lamps.” West- 
inghouse Lamp Co., 150 Broadway, New 


York City. 





Lufkin “Dial”? Measuring 
Tape No. D-53 


Linen corded tape, fifty foot length, list 
50c. Line is %-in. wide, linen corded and 
well coated. Clearly marked in feet and 
inches. Has metal case maroon enameled 
with winding device and trimmings of 
solid brass. Derives name from winding 
device which resembles telephone dial. 
With finger tip inserted in any one of the 
holes in dial, line is quickly and easily 
wound into case. While of similar ap- 
pearance to the Dial tape No. D-03, listing 
at 25c., brought out six months ago case 
and line are of better grade and appear- 
ance. Suitable for ordinary measuring. 
Weight 3% lbs. per dozen, packed one to a 
box, six to a carton. The Lufkin Rule 
Co., Saginaw, Mich. 


Worthington 1933 Golf Ball 
Sales Promotion Material 


Dealer help material includes an attrac- 
tive counter display and dispenser, window 
and counter displays, folders, newspaper 
advertisements and a series of educational 
articles to aid in the sale of golf ball and 
the serving of customers. Advertising ma- 
terial features the new “tuff-Kote” finish, a 
tough flexible finish said to protect the 
white enamel on the ball and to reduce 
friction in flight, thereby retarding check- 
ing and chipping. The Worthington Ball 
Co., Elyria. Ohio. 





Remington 1933 Spring Window 


For stimulating the sale of .22 rifles and 
ammunition. Comprises five pieces featur- 
ing .22 rifles and .22 Kleanbore cartridges. 
It is designed to particularly interest boys 
in target shooting and the kind of shoot- 


Display 


ing boys do around the farm and in the 
woods and fields. Display available to 
Remington dealers upon request. Rem- 
ington Arms Co., Inc., Bridgeport, Con- 
necticut. 
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STANLEY 


HINGEWARE HAND TOOLS 
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NEW BRITAIN, CONN. 























BABCOCK 


SPRUCE LADDERS 


The Babcock line includes ladders for every 

























purpose. Every ladder is AIR DRIED to For Spring ‘: 
insure FULL STRENGTH. Painting 7” 
Babcock ladders are safe to sell, because safe and House- i: 
to uSé. Cleaning. ii 
Send for Booklet and Latest Price List | , 





W.W.BABCOCK CO. Bath,N Y. 
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Wenn every dollar counts 
people want the most for the 
money they spend. Here’s 
what they get in CONSERVO: 


Biggest Capacity 


Holds 14 quart jars at 
one time easily. 


Easiest to Use 


No tricks—No gauges— 
No gadgets. No failures. 
Simple. 


Best Known 


Oldest steam cooker and 
canner on the market. 
Sold in hardware stores 
for nearly forty years. 


Lowest Price 


Everybody recognizes a 
great big value in Con- 
servo’s size and equip- 
ment. 


Conservo is distributed by re- 
liable jobbers throughout the 
country. Order a stock to- 
day. Make a good canning 
equinment display. 


CONSERVO 


Conserves Food--Fuel—Time 
THE SWARTZBAUGH 
MFG. CO. 

TOLEDO, OHIO 


Manufacturers of the famous Ever- 
hot line of electrical appliances 








A Hardware Store Layout Built 
For Prosperity 


(Continued from page 25) 


which further adds to the lightness 
of the displays and makes the mer- 
chandise look new and fresh. 

The lighting system was very care- 
fully worked out, even to indirect 
lighting on the ledge displays in the 
side wall fixtures. The lights here 
are cleverly concealed to throw the 
light on the merchandise and in such 
a way that there is no reflection in 
the customers’ eyes. The switches 
for these lights are so arranged that 
any part of the display can be 
lighted. 


Allow Display Space 
Up Front 


The fixtures instead of starting 
right at the front of the store start 
back about ten feet to allow space 
up in front of the store for the dis- 
play of samples of major items such 
as refrigerators, heaters, radios, 
washing machines or other items that 
carry a good unit profit. 

It is the intention that this display 
will serve to keep customers re- 
minded that the store carries these 
items so that when they are in the 
market, they will come to this store 
instead of to the department or 
furniture store. 

Even the floor in this new store 
was changed to make the store most 
attractive and profitable. Linoleum 
in a tile effect pattern gives the 
store a striking appearance. This 
same material is carried part way up 
the base of the fixtures to make 
sweeping or cleaning of the floor 
easy without marring the base of 
the fixtures. 


Counters of Undercut Type 


Display counters in the center of 
the store are of the undercut type 
and the tops are fitted with the new 
slotted edge shams which extend 
clear across the counter from front 
to back. The edges of these shams 
are slotted every five-eighths of an 
inch so that the size of any bin or 
compartment can be easily and 
quickly changed. It is also a big 
help in keeping the displays clean, 
as any bin can be cleaned without 
disturbing the others. Larger items 
like washboilers, tubs, garbage cans, 


juvenile wheel goods, etc., can be 
displayed on the lower platform. 

Not even the slightest detail has 
been overlooked to make this store 
truly an example of the last word 
in retail hardware merchandising. 
There are many features that can be 
copied by nearly every hardware 
merchant with profit. 

The Chicago Retail Hardware As- 
sociation invites hardware merchants 
from everywhere to visit this store, 
make it their Chicago headquarters, 
and to stay as long as they like. 

The merchandise in this Model 
Store is furnished by about eighty- 
five manufacturers of national repu- 
tation. To them go much credit for 
the success of this enterprise. Their 
merchandise is placed just exactly 
as it would be placed in an up-to- 
date, modern store. 

Manufacturers generally are agreed 
that in the adoption of more pro- 
gressive methods of merchandising 
lies the salvation of the independent 
hardware dealer in his battle for 
existence in the face of present day 
competition. It is to those manu- 
facturers who have cooperated with 
us that we take this occasion to ex- 
press our sincere appreciation in 
making possible one of the most 
practical educational enterprises to 
be found in Association endeavor 
today. 


Service Not Restricted 
To Membership 


Since the introduction of the 
Model Hardware Store, a great num- 
ber of retailers have availed them- 
selves of the service of the Associa- 
tion Store Planning Department with 
most beneficial results. This service 
is not restricted to the membership 
of the organization, but to any retail 
hardware merchant, it being the be- 
lief of the officers of the organization 
that every store so served tends to 
raise the standard of the industry as 
a whole. 

It will be worth hardware men’s 
time and expense of the trip to Chi- 
cago to see this model store. It will 
help them to be better merchants and 
will give them an opportunity to 
visualize their store with modern 
fixtures and merchandise. 
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A corner of the paint department in the new 
World’s Fair Model Hardware Store in Chicago. 
This model store fitted throughout with Duluth 
Equipment. 


IT REALLY PAYS.. 


to have modern, well designed 
store equipment. 


Merchandising in all lines today 
is a survival of the fittest. Cus- 
tomers go where merchandise is 
attractively displayed and where 
service is best. 

It is impossible to do justice to the 
merchandise in your store unless 
you have the proper display 
equipment. 

Duluth Equipment is_ serving 
thousands of successful hardware 
stores in all parts of the country. 


It has helped these merchants 
especially during the trying times 
of the past few years. It can help 
many more if given the oppor- 
tunity. 


NEW Dusho Sham Equipment 


Dusho Sham Equipment is a new and more 
flexible type of display counter equipment. 
It can be furnished complete with the 
counter or can be easily and quickly applied 
to your present counters or tables. It makes 
displays more effective and easier to keep 
clean. 


WRITE TODAY—NO OBLIGATION 


You owe it to yourself and to the future of 
your business to find out today what Duluth 
Equipment and Duluth Merchandising meth- 
ods can do for you. Write now, today. 


DULUTH SHOW CASE CO. 


New York . Chicago 
Office General Offices Office 
20 Vesey St. . 1416 Merchan- 
Suite 500 Duluth, Minn. dise Mart 
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a PADLOCK locks from the inside and 
holds against intruders from the inside. Hence, 
what is inside determines whether it will give 
REAL PROTECTION or only near protection. 


Eagle No. 04810 brass padlocks assure utmost 
security of which a padlock is capable, because 
guarded inside by genuine Eagle Pin Tumbler 
lock work. You will make pleased customers and 
a better profit by selling these superior padlocks 
whenever possible. 


o90 


The Eagle Quality Line 


Night Latches Store Door Sets 
Trunk Locks Padlocks Stove Bolts 
Cabinet Locks Machine Screws 


Wood Screws 


Front Door Sets 


EAGLE Bx CO. 


26 Warren Street-: ew York 


Branch Offiees; 
521 Commerce St. - I77179NFronklinS: = 4 Bedford”St 
Philadelphia, Pa. “Chicago, Ul. Boston, Mass 


Works at Terryville, Conn, 
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One in a series of advertisements for 
1933. This advertisement appears 
in May, Better 
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BEACH 


Udverlising. 
REACHING CREAM HOME MARKETS 
OF AMERICA 


The new, easier-to-use principle of Hamilton Beach 
attachments is being presented to your customers in 
powerful, national magazine advertising during 1933. 


The advertisement will carry the Hamilton 
Beach story of quality and value to 1,450,000 homes 
in the May of Better Homes & Gardens. The 
persuasive appeal of this advertising will pep up buy- 
ing everywhere. 


above 


issue 


Get back of the mixer that offers you a profit-protecting 
policy, outstanding advertising support, Hamilton 
Beach quality and exclusive selling points. With the new 
attachments it makes a crowd-stopping window display. 
Carried in stock by leading wholesalers. Hamilton 
Beach Manufacturing Company, Racine, Wisconsin. 


HAMILTON BEACH. 
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Weeks of May 1 and 8, 1933 


Toy MANUFACTURERS OF THE U. S. A., Inc., CHIcAco, 
Toy Farr, Stevens Hotel, May 1 to 13 inclusive. James L. 


Convention Calendar 

| 

| 

| Fri, managing director, 200 Fifth Ave., New York, N. Y. 


' 
} 


Week of May 21, 1933 


Sixty-sixth Semi-annual Convention of the American 
Hardware Manufacturers Association, and the Forty-third 
Annual Convention of the Southern Hardware Jobbers As- 
sociation. Joint Meeting. Memphis, Tenn. Headquar- 
ters: Hotel Peabody. May 22, 23, 24 and 25, 1933. Sec- 

retary, Manufacturers Assn., Chas. F. Rockwell, 342 Madi- 
| son Ave., New York City. Secretary Jobbers Assn., T. W. 
| McAllister, Grant Bldg., Atlanta, Ga. Dates and meeting 
| 





place subject to final confirmation on April 15. 


Week of June 4, 1933 


THE HARDWARE ASSOCIATION OF THE CAROLINAS Con- 
VENTION, Hotel Goldsboro, Goldsboro, N. C. June 6, 
and 8, 1933. Arthur R. Craig, secretary-treasurer, 803-5 
Commercial Bank Bldg., Charlotte, N. C. 


Week of June 11, 1933 


AMERICAN Or~L BurNeR AsSOCIATION 10TH ANNUAL 
SHOW AND CONVENTION, Hotel Stevens, Chicago, Ill. June 
12, 13, 14, 15, 16, 1933. Secretary’s office, 342 Madison 
Ave., New York, N. Y. 


LouIstANA RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Francis Hotel, Monroe, La., June [2, 
13 and 14, 1933. J. C. Ritchie, secretary, Box 532, Rus- 
ton, La. 


MississipP! RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION, 27th Convention, Robert E. Lee Hotel, Jackson, 
Miss., June 12, 13 and 14, 1933. 
treasurer, Starkville, Miss. 


Guy Nason, secretary- 


Twenty-fourth Annual Congress National Retail Hard- 
ware Association, Knickerbocker Hotel, Chicago, III. 
Week of June 12, 1933. Herbert P. Sheets, managing di- 
rector, 915-935 Meyer-Kiser Bank Bldg., Indianapolis, 
Ind. 


Week of July 9, 1933 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociATION, Convention and Exhibit, composed of Ala- 
bama, Florida, Georgia, and Tennessee. Atlanta, Ga. 
Ansley Hotel, July 11, 12 and 13, 1933. Walter Harlan. 
secretary, 1450 Piedmont Ave., N. E., Atlanta, Ga. 


Week of Sept. 17, 1933 


Thirty-second Annual Convention and Exhibition, Penn- 
sylvania and Atlantic Seaboard Hardware Association, 
Washington Auditorium, Washington, D. C. September 





18 to 23 inclusive, 1933. W. Glenn Pearce, managing di- 
rector, Wesley Bldg., 17th and Arch Sts., Philadelphia, Pa. 
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A High Grade 


Floor Polisher at $65 
With Fine Profit for Dealers 


Fay D1iamMonp Mope polishes, waxes, 
scrubs and sands floors. Light—only 20 
lbs. Speedy—8,000 revolutions per minute. 
Powerful—nearty 4 h.p. Economical— 
averages less than 2 cents per hour. Operates 
from any light socket. Quiet, air-cooled high 
grade motor. Ball-bearings. Interchange- 
able attachments. Pistol grip handle. Sturdy. 
Guaranteed for one year. Can be rented at 
good return, Furnished with 25 ft. of cable 
and all attachments as shown. Write for 
interesting Dealer discount and literature. 


The FAY COMPANY 


Trow Bldg., 130 Madison Ave., New York C'ty _ 
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rea ALLIGATOR 


TRADE MARK REG. U.S. PAT. OFFICE 


y be a 
Ber ~ STEEL BELT LACING 
peor Ges S 
5 % S wrragg a thousand belts per hour are laced 
with Alligator Steel Bele Lacing, day in day 
Out, year in year out. Easy, rapid application with 
a hammer as the only tool; the hammer-clinched, 
vise-like grip on the belt ends, preventing friction 
of the plies; the patented, sectional, steel rocker 
pin which absorbs friction in the hinged joint; 
the great surplus of strength and long service— A RO % O O ~ 
only Alligator Steel Belt Lacing combines these P PHECY F PR FITS 
features which make it the choice of millions of 
belt users. Smooth on both sides. Easily separable. M 
Reliable both on light and heavy Comes with each member of the 
duty drives. Eleven sizes. Made also 


in Monel Metal. PEERLESS LINE 7 


Order through your jobber. 


X 
Pe co. Here’s a line of folding and camp furniture that’s 


4616 Lexington Street, Chicago easy to look at—and easy to sell! The three fun- 

In England at Finsbury Pavement, London, E. . . 
Sage Gage pas damentals of quick sellers: Appearance; Quality; 

Price—assure you that your stock will turn over, 














and not be left-over. 


Send for our catalog and price list—let us send 
you the address of our nearest representative. Let 
us open your door to new profits! 


* 

In addition to the PEERLESS Line of color- 
ful folding furniture, and the famous all- 
wood TUCKER’WAY folding chair, we man- 
ufacture tents, paulins, furniture pads, card 
tables, mops, golf bags, ete. Descriptive lit- 
erature and price lists gladly sent on 
request. 


TUCKER DUCK & RUBBER CO. 


Dept. D-10 Su Fort Smith, Ark. 














McKINNEY Carded Hardware 


Displayed on open tables, McKinney Carded Hardware commands 
instant attention and sells itself. 
The McKinney line comprises 32 quick-selling items mounted on 
attractive cards, complete 
with screws, to retail at 5 and 
10 cents per card. 

= All items are finished in 
either Dull Brass or Cadmium to meet the popular demand. 
Packed 1 doz. of each of the 32 items in a box—12 boxes in a car- 
ton. Every item a fast-moving staple. Popular assortment packing 
in Lot A and Lot B. Send for Folder and Discounts. 


McKINNEY MFG. CO., N.S. PITTSBURGH, PA. |=e= — 



































APRIL 27, 1933 61 











Hamilton Beach Food 
Mixer Window Display 


Provides a definite display place for 
each of the Hamilton Beach mixer attach- 
ments, with the attachments being tied 
up with illustrations of what they do. En- 
tire set-up may be used in a window br on 





a table display. Pockets are provided for 
recipe booklets and circulars. Display 
free to dealers stocking the Hamilton 
Beach model B mixer and one or more of 
each of the attachments. Available May 1. 
Hamilton Beach Mfg. Co., Racine, Wis. 





Copeland 1933 Domestic Models 
Have Cartridge Type Units 

The five domestic model refrigerators in 
the Copeland 1933 line have a small and 
compact, cartridge like constructed unit, 
which may be removed or replaced in 
eighty seconds by an unskilled workman. 





“Loaner” units available, while original 
units are being repaired at central service 
station. Panel is removed with screw 
driver, while a socket wrench is used for 
removing four nuts holding unit in place 
and small screw driver is used to adjust 
controls. Uses no belts. Five freezing 
speeds. Three all porcelain models P-11, 
11.12 cu. ft. capacity, P-7, 7.3 cu. ft. ca- 
pacity and P-6, 6.01 cu. ft. capacity. Each 
equipped with slide basket to hold fruit, 
etc. Bright chromium-plated hardware. 
Light on interior goes on automatically 
upon opening of door. W-52, 5.11 cu. ft. 
capacity and W-42, 4.16 cu. ft. capacity 
are white lacquer on steel on exterior and 
have white vitreous porcelain interior. All 
models have Coldial for freezing and de- 
frosting. Copeland Products, Inc., Mt. 
Clemens, Mich. 
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Le Page’s Heatless 
Liquid Solder 


Packed in tubes, one dozen attached 
to lithographed display card, illustrated. 
Color scheme is the same as the restyled 
packages of Le Page’s Glue—red, yellow 
and black. On each display card is a 
tin and iron demonstrator. Fastened on 
the tin are two iron washers and a bright 
penny for attracting attention. Suggested 
retail selling price, 25c per tube. Dealer 
cost, $2.00 per dozen. The maker sug- 
gests it for all metals, glass, ivory, 
leather, wood, crockery, fabrics, furniture, 
kitchenware, electrical parts, radiators, 
etc. Russia Cement Co., Gloucester, Mass. 


Diamond Match Co. Offers 
Paint Sales Aid 


In the form of an attractively colored 
match book picturing a ramshackle un- 
painted house and the same house after it 
has been remodeled and repainted. Inside 
of match book contains the “Save the Sur- 
face Campaign” slogan, the advice, “Each 
dollar invested now will save many later,” 
and the admonition, “Protect with Paint 
Now!” Below the individual advertiser’s 
name and address appears. Cost, $3.25 per 
thousand, including individual imprinting. 
Case of 2500, cost $8.13, is minimum 
quantity which can be ordered. Samples 
available from the maker, Diamond Match 
Co., Grand Central Terminal, New York 
City. 


New Packages for Wire 
Nails and Wire Brads 


These attractive and colorful boxes are 
now used for American Steel & Wire Co. 
wire nails and wire brads. They have 
large markings to make easy the deter- 








mining of size and style. Common nails 
and other nails also furnished in attrac- 
tive packages. Wire nails in orange and 
black boxes, wire brads in green and black 
boxes. American Steel & Wire Co., 208 
S. La Salle St., Chicago, Ill. 





S. E. Mighton Co. 
“Dog Food No. 1” 


A beef. ration canned dog food, made 
from fresh sweet beef, cod liver oil, toasted 
cereals, fresh vegetables and mineral salts. 


PBT 
rds 








Food has been rigidly tested in maker’s 
laboratories. Suggested retail selling 
price, 10c. per can, three for 25c. or 13 
cans for $1.00. Size of can, 15% ounces. 
S. E. Mighton Co., Warrensville, Ohio. 








Hedgshear for Trimming Hedges, Shrubs and Lawns 


Operates from a powerful universal elec- 
tric motor, housed just below the handle, 
operates a continuous chain on which cut- 
ting teeth are located at properly spaced 
intervals. These teeth pass at high speed 
over another set of stationary cutting 
teeth making more than 6000 sharp cuts 
per minute. Weight, six pounds. Cuts 
either top or sides of hedge and may be 
used for topiary effects. Works at any 


angle, cuts forward and backward with 
its continuous action. Automatic switch 
located on cord, fits comfortably into palm 
of the hand. List price, $29.50, includ- 
ing 15 feet of best quality rubber covered 
cord attached. One hundred feet of rub- 
ber covered extension cord, with moulded 
rubber connections lists at $3.75. Syra- 
cuse Toolectric Mfg. Corp., 200 Ex- 
change St., Syracuse, N. Y. 
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PLYMOUTH PRODUCTS 
BIG SELLERS 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big 
demand right now. Shoes are worn 
longer—men are ‘‘half-soling their 
own.’’ Display Plymouth Cobbler 
sets on your counter and in your 
window and watch them _ sell. 
Plymouth Products also include 
“Gem,"’ “Little Giant,’’. ‘‘Never 
Fail’’ and ‘‘R & H’’ Corn Shellers 
and ‘‘Rapid’” and ‘‘Korn King" 
Grist Mills. Write for catalog 
and low prices. 


THE FATE-ROOT-HEATH CO. 
1332 High St., 
Plymouth, Ohio 














Be 
(nnd 


AMSON TRADE M 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH: CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 


‘There IS a Difference in Sash Cord”’ 


Send for catalogue, <amples and selling information 
J & & j 


OTHER BRAIDED CORDS* COTTON TWINES | 


——— 





They can use a hammer to insert 


Moore 
Aluminum Push-Pins 


in walls without marring wall paper, 
plaster or woodwork. 


6 for 10 cents 


Get a Counter Display from your Jobber. 
It will quickly sell itself. 


MOORE PUSH-PIN CO. 


113-125 Berkley St. PHILADELPHIA, PA. 


Women like them 








Stock and Profit with 


“G & B” QUALITY Products 


“WIRE 
POULTRY NETTING 
Goops STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 
& SCREEN WIRE CLOTH: 
“PEARL” 


POS “ACME” ELECTRO GALVANIZED 
QUALITY PAINTED BLACK 
Provucts COPPER 

BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Ratablished 1818 America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 











* 
LINDSAY FOR GASOLINE 


MANTLES pressuRE LAMPS 
npn AND LANTERNS 


R Juni 
eo These rayon mantles are 


Par ees se ove for ents: _ in 
a service. eir heavy 
diamond weave is _ several 
ou PONT times stronger, by actual 
CELL ppHANE test, than the usual single 
~ _ weave mantle. 
‘G..U.S. PAT. OFF. 


Buy through your Jobber, 
or write us direct. 


LINDSAY LIGHT CO. 


CHICAGO, U.S. A. Established 1902 


There acid-free mantles 
are sealed in Cellophane 
envelopes — assuring 
indefinite freshness. 








REAL sales representa- 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 
of HARDWARE AGE. 
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CAP SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, 
Thumb SCREWS 
SPECIAL AUTOMATIC SCREW 
MACHINE PRODUCTS 
Stove, Tire, Sink BOLTS 
Machine we Stove and Tire Boe, 
U. S. S., S. E. Castellated, S. A. E. 
Aotein NUTS 
Jack, Pfumbers’, Register, Safety, 
Furnace, Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 


THE CORBIN SCREW CORP. 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN. 

Warehouses 
New York Chicago Philadelphia 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Busi Opper ities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 








Set Solid, Minimum of 50 words... $3.00 


Each additional word..... eecece - 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word.......%.... .08 


Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





BOXED DISPLAY RATES 
RB tea ccccccces Secccccccccc ce OS.O8 
Each eddhtonal imal. cc cccccs coces 4080 
Discounts for Classified Advertising 
4 insertions, 10% off,8 insertions, 15% off. 
© to the special rate, these discounts de 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWAKE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 
Address your advertisements and replies te 
HAKDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





POSITIONS WANTED 








“WANTED. Low- PRICED 
REGULAR MERCHANDISE 


Large New York distributor will 
buy low-priced tools, shelf hard- | 
ware, household specialties and | 


der own brand. Request manu- 
facturers’ catalog and best dis- 
tributors’ Address | 
Box B-115, care of Harpware | 
Ace, New York City. 


| 
| 
| 
| 
} 
| electrical goods—preferably un- | 
| discounts. 











FOR SALE OLD ESTABLISHED HARD- 
WARE business and modern store and warehouse, 
in small Canadian city Normal turnover. 
$75,000. Stock $30,000. Can be bought right. 
Exchange at present rate makes proposition ex- 
tremely interesting. Would consider selling con- 
trolling interest. Address Box B-114, care of 
H\rpware Ace, New York City. 


HARDWARE STORE FOR SALE—oppor- 
tunity to buy an old-established business located 
in center of main business street of a thriving 
New England city with trading area of 100,000 
people. Inventory about $15,000. Cause of 
selling, owners have other interests which com- 
mand their attention. Address Box B-107, care 
of Harpware Ace, New York City. 





MANUFACTURER'S AGENT—NOW SELL- 
ING TO the hardware, automobile and _ textile 
trade in south would consider representing sev- 
eral more manutacturers with reliable lines on 


commission or salary basis. Prefer advertised 
lines but will give consideration to any lines 
having possibilities of good repeat sales. Ad- 


dress Box B-108, care of HArpware Ace, New 
York City. 

SALESMAN desires to represent reputable 
manufacturers of non-conflicting lines throughout 
South America and the West Indies. Ten years 
ot experience calling on the trade for four other 
well-known American manufacturers. Commis- 
sion basis with small monthly advancement. 
When replying please give full particulars of line 
in first setter. Address Box B-100, care of 
Harpware AGe, New York City. 


ele TIONAL ACCOUNTS WANTED BY 
YC VG, aggressive sales organization directed 
ng expe rienced executives. Our men _ contact 
electrical, hardware, department store and syndi- 
cate trade in New York State, New Jersey, Con- 
necticut and we arrange for coverage in adjacent 
states. Associated Representatives, 11 West 42nd 
St.. New York City 


ONE OR TWO HIGH GRADE lines of 
hardware or woodenware on commission basis 
wanted to sell in Metropolitan district. Only 
lines with volume possibilities for direct ship- 
ment from factory desired. Have had over 20 
years acquaintance with the trade in New York 
and surrounding territory. C. P. Blair, 4032 
168th Street, Flushing, N. Y 











SALES REPRESENTATIVE 38 years of 
age w.th 14 years’ experience covering greater 
New York ‘Territory and intimate contact with 
buyers for reputable mill supply and wholesale 
hardware jobbers; also acquainted with large in- 
dustrial accounts. Can produce real volume for 
established — line. Commission or salary basis. 
Address Box B-109, care of HaArpware AGE, 
New York City. 


EXPERIENCED MAN WITH BROAD 
KNOWL&tDGE of business principles, practices 
and procedure; also how to produce and perpetu 
ate bigger prolits by right accounting, desires 
connections with progressive wholesale concern, 
needing a man qualified to discharge responsi- 
bility and get results. Highly satisfactory refer- 
ences. Address Box B-110, care of Harpware 
Ace, New York City. 

CONNECTION WANTED BY PURCHAS 
ING AGENT Experienced in hardware, engi- 
neering and railroad supplies, contractor’s equip- 
ment, steel and metals. Understands accounts 
and is a capable salesman. Opportunity wanted 
with good concern. Salary moderate. Address 
Box B-112, care of Harpware Ace, New ‘York 
City. 








AVAILABLE — CONTACT REPRESENTA- 
TIVE to carry out plans and policies for the 
promotion of sales—to develop new channels for 
distribution. Practical merchandising experience. 





MANUFACTURER’S AGENT WISHES two 
or three additional lines for hardware and home 
furnishing trade. Territory Western and Cen- 
tral New York. Will give conscientious and 
close representation. Address Box B-113, care 
of Harpware Ace, New York City. 








SALES REPRESENTATIVES WANTED 


SALESMEN WANTED TO SELL SHEARS, 
scissors, snips, and manicure items to jobbers 
and related outlets, also department stores. 
Straight commission _ basis. No objection to 
carrying additional non-conflicting lines. Terri- 
tories open:—New England States, Pennsylvania, 
and New York, without New York City, also 
some Southern territory. The Henkel Company, 
Fremont, Ohio. 


RESPONSIBLE MANUFACTURER WANTS 
EXPERIENCED SALESMEN tto sell oil cans, 
sprayers, and other items to wholesalers and 
manufacturers in assigned sections throughout 
country. Commission basis only. Should handle 
few other non-competitive lines. Give age, refer- 
ences, experience, past and present connections 
in your first letter. Address Box B-117, care of 
Harpware Ace, New York City. 


OPPORTUNITY TO REPRESENT ON 
COMMISSION old-established manufacturer of 
leather washers and cup leathers for air and 
water pumps; also special leather washers. Every 
hardware store a prospect. Desire to hear from 
agents with established business. Porter-Cable- 
Hutchinson Corp., Syracuse, N. Y., formerly 
Kendrick Valve & Washer Company, Inc. 


GREAT OPPORTUNITY FOR SALESMEN 
CALLING on retail hardware stores, to handle 
a line of oil burner parts and accessories; also 
a new wick that can be sold to all hardware stores. 
Oil burner parts are becoming a necessity for 
the hardware store to handle. The Torridaire 
Oil Burner Corp., 283 Market St., Hartford, 
Conn. 


ROPE SALESMEN WANTED—-MANILA 
ROPE sideline; long-established trade New Jersey, 
New York State; 5% commission. Write fully 
giving references. Address Box B-39, care of 
Harpware Acre, New York City. 
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HELP WANTED 


EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. We are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 





to the errand boy. We need young men of 
intelligence, training and experience to fill these 
positions. No registration fee required. No 


charge unless placed. 

ASSOCI: ATED. PLACEMENT BUREAU 

152 West 42nd Street 
New York City 

SALESMEN, thoroughly experienced in hard- 
ware, with following among retail hardware deal- 
ers in Metropolitan area, Westchester County. 
and vicinitv, Nassau and Suffolk Counties, and 
northern New Tersev: wanted by progressive iob- 
her. Preferably those who own car. If you 
have actually sold hardware, write giving full 
details regar: ting experience, territories cayered. 
and following in first letter. Our men are in- 
farmed of this ad. Address Box B-86, care of 
Harvwarr Ace, New York City. 


POSITIONS WANTED 


EXPERIENCED HARDWARE PERSON- 
NEL with many years of training in the hard- 
ware and allied industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only employment agency 
that specializes in the hardware industry. If we 
can belp you in any way, please do not hesitate 
to - upon us. We charge you nothing for this 
servic 

ASSOCIATE D PLACEMENT BUREAU 

152 West 42nd Street 
New York City Wisconsin 7-1802—-1803 

















uccessful sales record. ide and intimate ac- 

quaintance in hardware field. Traveled exten- 
sively over the entire United States. Desires con- 
nection only with manufacturer. Salary second- 
ary to proposition offering stability and future. 
Address Box B-105, care of Harpware Ace, New 
York City. 





SALESMAN—ONE WHO BELIEVES IN 
RESULTS. Ten years’ experience contacting 
hardware trade, sporting goods houses, department 
and chain stores an Ohio, Michigan and Indiana. 
Wants permanent connection with industry which 
requires man with unbroken record of real 
achievement. Salary or commission arrangement 
considered. Own car. Age 37. Home Cin- 
cinnati. Complete reference and details in _inter- 
view. Principals only please. Address Box B-111, 
care of Harpware Ace, New York City. 

I AM LOOKING FOR A JOB. Have had 
wide merchandising experience. First with lead- 
ing hardware manufacturer, then with F. W. 
Woolworth Company, later as manager of large 
New Jersey hardware store and in recent years 
have operated my own store. Primarily a sales- 
man. Location no object but have more intimate 
knowledge and acquaintance in eastern territorv. 
Available immediately. K. Brownell, 279 Park 
Avenue, Elberon, a Jersey. 








HARDWARE MAN, forty-two years old. 
single, sober and industrious, thoroughly experi- 
enced in retail and wholesale hardware, desires a 
position with reliable retail store as manager or 
salesman where ability and work will be ap- 
preciated. Can furnish best references. Can go 
anywhere—middle West or South preferred. Ad- 
dress Box B-69, care of Harpware Acs, New 
York City. 


Lt Ag HARDWARE SALESMAN 
AND EXECUTIVE of 15 years successful sell- 
ing, now pote bal by a nationally-known manu- 
facturer, desires to make a permanent sales con- 
nection with Eastern or Southern hardware job- 
ber after May 15. Thirty-five years of age, 
educated, with unquestionable references both as 
to character and ability. Address Box B-118, 
care of Harpware Ace, New York City. 


HARDWARE AGE 
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POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN DESIRES POSITION SELL- 
ING TO Illinois retail hardware and, department 
store trade. Cover state thoroughly except Chi- 
cago, making all towns large and small. Have 
sold this trade for years. Am well established 
and have the dealers’ confidence. Am reliable and 
have a reputation of being an able saiesman. 
Address Box B-116, care of Harpware Ace, New 
York City. 





I have had 20 years’ experience in the hard- 
ware business, retail, wholesale and manufactur- 
ing. I know the jobbing trade of New England 
thoroughly and also the purchasing personnel of 
many of the manufacturing plants. I am still 
young and full of energy, and desire a connection 
of some kind in the hardware trade. Can stand 
full investigation. Ralph M. French, Box 56, 
Monument Beach, Mass. 


EXPERIENCED WHOLESALE MAN is in 
need of position as salesman for jobber of manu- 
facturer. Have twenty years experience inside 
and outside selling, sales promotion work, buying, 
etc. Have good following among retailers in 
Philadelphia and vicinity southern New Jersev 
and seashore points. Address Box B-103, care of 
Harpware Ace, New York City. 





HARDWARE — ELECTRICAL SPECIAL- 
TIES. Traveled fifteen middle western states, 
Denver, Colorado to Duluth, Minnesota, for five 
years calling on hardware and electrical jobbers, 
department stores, public utilities; firm failed, 
desires similar position with reliable manufac. 
turer, am well known with the trade in this ter- 
ritory. Address Box 7500-A, Harpware AGE, 802 
Otis Bldg., Chicago, II. 





SALESMAN with thirteen years experience in 
retail hardware, paints and sporting goods, five 
years as buyer and manager desires position with 
good, reputable firm where ability and work will 
be appreciated. Thirty-one years of age, married. 
Can furnish A 1 references. Twelve years with 
last employer. Address Box B-101, care of Harp- 
ware AGE, New York City. 





BUYER AND MANAGER for twenty-one 
years with large New England hardware and 
housefurishing store, seeks connection in anv ca- 
pacity. Good executive and organizer. Address 
Benjamin W. Lee,.1785 Summer St., Stamford. 

‘onn. 








POSITIONS WANTED 





HARDWARE CLERK—thoroughly experienced 
in retail hardware, housefurnishings and paints. 
Christian, 35 years of age, single. Handy at re- 
Pairs, ete. Chauffeur’s license. Desires steady 
position in New York and vicinity. Address Box 
B-102, care of Harpware Ace, New York City. 





The Mark of Quality 
In Wiring Devices 
The Circle F Trade-Mark is 


your guide and assurance of 
—s — Elec- 
trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 
products. 


Circle F Mfg. Ge. 


Trenton 














No. 608 Table Tap 











in the hardware trade. 





The Story of the 
“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Q Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is most widely and thoroughly read 


employer and 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. Q Its classified columns have proven 
a valuable aid in bringing together buyer and seller, 


hardware trade most closely know, from observation 
and experience, that HARDWARE AGE is most 
widely and thoroughly read by live hardware men. 


HARDWARE AGE 


employee. Those who contact the 








APRIL 27, 1933 


65 





You make more than 44° 
on an Qo investment! 


THE new, two-cell Eveready Wallite (No. 4757) retails for 
$1.25, without batteries. It costs you only 8l¢. There- 
fore, when you sell it equipped with batteries, your profit 
totals more than 44¢! Every one, in the city or country, 
can use Wallites. Perfect for closets, garages, stairways, 
outhouses, etc. See your jobber today. Ask about the new 
counter-display for the Wallite, or attach this advertisement 
to your letterhead and send to 


NATIONAL CARBON Co., Inc. Dept. HA-43, New York, N. Y. 


Unit of Union Carbide (aa and Carbon Corporation 








Popular sell- 

er for apart- 
ment house 
roofs, to which it 
may be locked secure- 
ly. Fits any slope of roof. 
Removable reel. Folds up 
compactly — cannot 
blown off. Attractive finish. 
Send for Booklet which 
shows all styles. 
No. 1—100-ft. line. 
.e No. 2—115-ft. line. 


HILL CLOTHES DRYER CO. 


Inc. 
Worcester Mass. 


New York Distributor—H. Kornahrens, Inc. 





HILL Roof Dryer... 
ee REE ee 



















CLANCY Galvanized 
HOSE CLAMPS 


Fast-Moving Profitable 
Spring Merchandise 
Gw9o 
Satisfied Customers 






Repeat Business 
Cw 
ALL SIZES 
PROMPT SHIPMENT 


Ask Your Jobber 


. R. CLANCY, Inc. 


Syracuse, New York 


The B. & C. 
» COMBINATION 


WRENCH 


Strongest and most practical nut and pipe 
wrench ever combined in one handy tool. Head, bar 
and shank one-piece steel forging. Case hardened 
throughout, all parts interchangeable. Pattern No. 
45 Bright finish with long nut—No. 46 Black with 
long nut. Sizes: 8” to 18”. 


_ ASK YOUR JOBBER. 
BEMIS & CAEL CO. 
— Springfield Mass. 


























O. AMES 


The Shovel That Built America 
AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 
Famous A B W Brands 


O. AMES KNOXALL RED EDGE 
BRONCO MONONGAH PONY 
PACEMAKER HUSKY COAL BLUFF 



















REMCO Furniture Nails 


Display Assortment Contains: 


2 Pkg. 210 Black 

2 Pkg. 210 Tan 

| Pkg. 210 Red 

| Pkg. 210 Brown 

1 Pkg. 210 White 

2 Pkg.210 Green 

1 Pkg. 43 Brass PI. 

1 Pkg. 42 Brass Pi. 
| Pkg. 220 Black 

{ Pkg. 220 Blue 

| Pkg. 220 Tan 

1 Pkg. 220 White 

| Pkg. 1512 Antique 
| Pkg. No. 9 Natural 
; Pkg. No. 9 Hammered 


| Pkg. No. 9 Antique 
A NR 1 Pkg. 7/16 WPI. Thumb. 


Packs contain 50 each. Welgnt 2Y Ibs. Complete 


Robert E. Miller, Inc., 35 Pearl Street, New York City 





























“SPRINGTIME 
aN IS FENCING TIME” 


Stewart Iron and 
Chain Link Wire 
Fences can be prof- 
itably merchandised 
to your trade — 
without any invest- 
ment in stock. 

Why not equip 
yourseit with Stew- 
art literature and 
price data? Our 

dealer proposition is 
—” Write to- 


$ ENCES 


— STEWART IRON WORKS COMPANY, » ae 
18 Stewart Block, CINCINNATI, OHI 







































More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 


tised. Excellent profit. Big 


repeats. 10c. a doz. Two 
gross (24 cartons) in full 
color display container. 


‘cZoro}om Stle Ge Fra aii) )-1a> 
With the BIG handy lip 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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BLACK DIAMOND CITY 


CUSTOMERS 


The engaging gnomes who use files in Black Diamond 
City will stop squads of possible customers who pass 
your window. Life-like, in spite of their unique design, 
these small men have all the qualities which make a 
successful window display. 


Now ready for distribution to our dealers, Black Dia- 
mond City is the most attractive, unusual display we 
have offered. Its dimensions (57” wide - 36” deep) are 
the most economical for the average hardware store 
window. And display can be electrically lighted. 


Send for your display today. The supply is limited 
but, while it holds out, displays are free on request. 





BLACK DIAMOND FILES 


NICHOLSON FILE COMPANY 


PROVIDENCE, R.1., U.S.A. 











NICHOLSON FILE CO. 
Providence, R. 1. 
Gentlemen: 
Please send me Black Diamond File 
Display for 1933 


Name 
Street 


City State 


H.A. 4-27 
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NEW money ror YOU — 


At Every PEG with 





THE RANGER SKEET LOADS 


Powder 
Lengthof Dram- Shot 
Gauge Shell Equiv. Oz. Shot Size 
12 25” 3 \'/g 9 Ch. or 10 Soft 
9 Ch. or 10 Soft 
Vy 9 Ch, or 10 Soft 


Hail/ Hail! SKEET! 


[ OCTORS, lawyers, business men ... the kind of men who are your most valued 

customers .. . are proclaiming Skeet the best week-end pastime they ever struck. 
Skeet clubs are doubling their memberships. New clubs are starting all over the country. 
You belong in the picture, and Winchester Ranger Skeet Shells will keep you there, with 








good profits. 


Skeet is not new. The times have popularized it. It is taking the place of other outdoor 
recreations. Experienced and beginners, wing shooters like it better, find it for them the 
ideal sport, especially now that every man must be on his toes, have his personal expenses 
under close control. Average club dues only $10 a year. Hunting guns put to use. Targets 
and shells down to popularity level. And in Winchester Ranger Skeet Shells you provide 
the finest tournament shells . . . comparable in this sport with the best golf balls the great 
golfers buy for international match play . . . at the very lowest cost for Skeet loads. 








Sell Winchester Ranger Skeet Shells. Packed in new colorful and handy carton 
featuring the official emblem of Skeet. Supreme in every detail: Famous Winchester 
Staynless No. 4 primer; smokeless powder specially selected for best Skeet get-away, 
speed and pattern uniformity; patented Seal-Tite: wads, free from the faults of felt Z 

wads; Winchester shot, superbly uniform in size, roundness and hardness. Order TYPICAL 
Winchester Ranger Skeet Shells by nzme—and be sure you get them. 





@ Skeet at the Valballa Skeet Club, 
Briarcliff, N. Y., which this year 
has upped its membership from 40 


WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U.S.A. 2%, increased its equipment from 
one field to two fields and a tower. 


* Winchester Use Licensed Under Patents: Patented U.S.A. 1.659,649—1.577,426—1.576.759—1, 185,337 


WINCHESTER 


RADE MARK 
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